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Collectrite service through affiliated Collection Service Division Members of 


Associatep Crepit Bureaus of America Ine. 
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ew credit reporting system 
gets account story in | minute 


Amarillo Credit Association, Amarillo, 
Texas, saves $300 a month with Recordak 
Microfilming. Member stores no longer 
waste 30-60 hours pe month checking 


customers’ records for Association. 


By photographing its members’ customer-ledger cards 
in a Recordak Microfilmer—and storing the films at 
Association de- 


the finger tips—the Amarillo Credit 


livers incredibly fast service with less clerical help. 


Imagine looking up credit information on 15 accounts 
in 15 minutes! It used to take this long just to contact a 
store’s credit manager and read off a list of accounts 
for him to check! 


Now, the credit Inahager is spared this tedious job. 
And where he used to be plagued by forty phone 
Inquiries daily from the Association, he now gets only 


one or two. 


The Association, on the other hand, isn’t held up 


waiting for credit managers to answer, reports aren 
delayed a day as they used to be when answers were 


received around closing time. 


Get further details on this revolutionary credit re- 
porting system and the savings ut can bring to your store 


and Association. * Recordak” is a trademark 


=RECORDPK 


(Subsidiary of Eastman Kodak Company) 
originator of modern microfilming— 
and its application to retail routines 


[———— MAIL COUPON TODAY 


RECORDAK CORPORATION 
(Subsidiary of Eastman kodak Con pan 
415 Madison Ave., New York 17, N. ¥ 
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Record Good + 
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Account Promptiy! 


Every charge account that 
is paid in full each month 
and each installment con 
tract paid as agreed helps 
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How to Build a 
Good Credit Record 


1—Pay charge accounts in 
full withen 10 days after 
recewt of bil 

2—Make contract payments 
on or before due date. 

3—Guard your credit as a 
sacred trust 
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Maintain a Good 
Credit Record — 


For more ¢ 


Past Due! 
PROMPT payment of this 


account is mecessary te 
protect your credit record. 
if Your Credit Asa 
Sacred Trust cs 


one om) 


@ Has it occurred to you that your unpaid account, if entered against your record 
im the files of the credit bureau, may jeopardize your credit standing? 

@ The National Retail Credit Association, of which we are a member, is » mutual 
Bonprofit organization with more than 32,000 members in the United States, Can 
ada, Alaska, and Hawaii. In the files of its affiliated credit bureaus are main 
tained accurate, up-to-date records on millions of credit customers form 
the basis of credit reports used by many retailers and others to judge the char 
acter and trustworthiness of applicants for credit. 

© The purpose of this reminder is to belp you protect your credit standing in the 
community by making payment NOW 
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D. J. Woodlock reassumed the position 
as editor of The CREDIT WORLD 
following the resignation of Frank C. 
Hamilton as announced in the August, 
1931, issue. Mr. Hamilton had been 
editor for the year 1930-1931 and Mr. 
Woodlock editor from 1915-1930 

~*~ * * 


“New Standards for an Old Profes- 
sion,” by R. P. Connally, The Empo- 
rium, San Francisco, was the feature 
article in this issue. In it he discussed 
some examples of “this new credit 
management.” 

~*~ * * 

An address by E. E. McIntyre, Mc- 
Goldrick-Sanderson Co., Spokane, en- 
titled “Collection Methods—Effective 
and Tactful,” was reprinted in full. He 
outlined the mechanics necessary for 
credit control, collection control and 
collection follow-up. 

x * * 


The third article in this issue was 
written by Col. Franklin Blackstone, 
Frank and Seder, Pittsburgh, and a past 
president of the N.R.C.A.,_ entitled 
“The Advantages of a Definite Due 
Date.” 

x~ * * 

Otto L. Pfau, Strouss-Hirshberg Co., 
Youngstown, Ohio, was the author of 
the article “Charging Interest on Past- 
Due Accounts.” He explained how this 
policy had attracted the interest of the 
nation’s retailers. 

x~* * 

“How the TelAutograph Improves 
Credit Bureau Service” was an inter- 
esting article by A. B. Buckeridge, then 
Executive Manager, Credit Bureau of 
Greater New York. He related that 
this device made the extension of credit 
easier for many reasons. 

x~* * 

N.R.C.A.’s Washington Counsel R. 
Preston Shealey’s address on “Bank- 
ruptcy,” given at the St. Louis Conven- 
tion in 1931, was published in full. The 
subtitle said “This masterful address 
should be read by every member.” 

x~* * 

“Progress of Retail Credit Report- 
ing.” was the title of the seventh article 
in this issue. It was written by Charles 
M. Reed, Denver, then Vice President, 
N.R.C.A. This was his report as Chair- 
man of the Service Department. 

x~* * 

In an excellent three-page article, Sid- 
ney R. Baer, Vice President, Stix, Baer 
& Fuller, St. Louis, explained “The 
Importance of Credit in Business.” 

x~* * * 

The article, “The Credit Granter—A 
Master Salesman and Building Profit- 
able Business Through the Credit De- 
partment,” by Floyd Habien, field rep- 
resentative of the N.R.C.A.. completed 
the August, 1931, issue of 25 years 
ago.—A. H. H. 


CREDIT WORLD 3 


AUGUST 1956 





re We “Charging” Into Credit Controls? 


Kenton R. Cravens 


President, Mercantile Trust Company 


St. Louis, Missouri 


An address given at the 42nd Annual International Consumer Credit Conference, St. Louis, Missour 


ONEY has always had a great fascination for the 
M human race. It has always been a subject of 
much study. In recent years monetary policy has at 
tracted equally as much attention and hardly a day goes 
by that somebody doesn’t say that money is too “tight” 
or too “easy.” These comments are frequently made 
by individuals who are not completely informed on the 
significance of the various techniques of monetary con 
trol. 

Briefly, the central monetary authority, at least.in this 
country, can influence the volume of money and credit 
by changes in the rediscount rate, reserve requirements, 
open market operations, and moral suasion. In addition 
the central monetary authority now possesses permanent 
power to regulate the margins covering credit extended 
for the purpose of purchasing or carrying listed commor 
stocks. 
serve System has had power to control the volume ot 


credit extended for the purchase of real estate and also 


From time to time in the past the Federal Re 


tor the purchase ot consumers’ goods. The latter two 
regulations are familiar to you as Regulation X and 
Regulation W. The first types of credit control that | 
listed are commonly referred to as “general credit con 
trols.” The latter group is commonly called 

credit controls.” 

While all of these controls, both general and selective, 
can be discussed, it seems important to talk with you 
today about one of them, namely, the control of con 
sumer credit. Consumer credit is extremely important 
in our economy. It has now become so important that 
there are demands for its control. This development has 
made possible the play on words which serves as the 
title for this address: ‘““Are We ‘Charging’ Into Credit 
Controls ?”’ 

The President’s economic report contains a recom 
mendation that the establishment of permanent consumer 
credit controls be studied and the Federal Reserve System 
is now embarking upon a long-range study of these prob 
lems. You are probably familiar with the outlines of 
the Federal Reserve study since it has been publicized 
in the press recently. It is expected that this study will 
be completed sometime early next vear, and it will pro 
vide the basis for recommended legislation concerning the 


control of consumer credit. 


Nearly everyone has an opinion about consumer credit 
but few have many facts to support their opinions. It is 
one of the anomalies of the current situation that it is 
possible to use the same facts to argue both for and 
against consumer credit control. It is possible to argue 
that consumer credit is too high and that it is not high 
enough. The critics of consumer credit have stated that 


terms have been too lenient that it 1s stimulating infla 
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tion, that it is borrowing consumer demand from 
tuture, and that it is leading to widespread abuse. 

these charges can be brought against the extension of 
consumer credit, it is understandable that demands have 
arisen for granting permanent power to the Federal Re 
serve Board to control it. The demands for control have 
come from Federal Reserve officials, bankers, business 
men, credit managers, dealers in consumers’ goods 
While the mone 


tary authorities are apparently desirous of securing the 


even from the borrowers themselves 


power to control consumer credit to reinforce general 
monetary policies, the demands for control from some 
other sources arise for more selfish reasons. some people 
apparently want the government to control 

order to protect them from themselves. Since so man 
people are advocating the control of consumer credit. it 
understandable that the demands are likely) 

and possibly conflicting. 


It would be a mistake to say that consumer credit has 
only critics It has many defenders as well. Man 
people argue that consumer credit is needed in 
to permit our economy to function. In brief, they argue 
that “mass credit’ is needed in order to provide the 
‘mass market’? without which “mass production” would 
be impossible. some people argue that it Is the way in 
which individuals in this society are permitted to enj 


the benefits of a rising standard of living 


Reasons for Consumer Credit Controls 


Between these two extreme positions there 
doubtedly much middle ground which should be—and 
explored. I will not try to examine the statis 
tics because | am quite sure that you are already familiar 
with them. I believe that I can contribute most by at 


tempting to examine some of the reasons cited by it 


} 
i 


dividuals demanding consumer credit controls and finall 
discuss this problem from the point of view of the centr 
monetary authority. ‘This is essentially a task of 
tempting to decide whether the reasons given are 


hcient to justify these controls. 


One of the reasons for demanding that consumer credit 
control be instituted is that abuses of consumer credit 
have been appearing from early in 1955 to date. The 
individuals who advance this argument state that, as the 
terms have been lengthened and the down payment re 
quirements reduced, the quality of the credit has de 
teriorated. Some carry the argument one step further 
and say that not only have terms been too liberal, but 
that certain sections of the population have been mort 
gaging too great a portion of their future income 

While it is possible, as was demonstrated under Regu 
lation W, to fix the terms governing the sale of durable 








goods and charge account activity, it is not certain that 
any type of regulation could be imposed that would 
limit the total amount of instalment credit which a 
family could incur. To achieve this goal would present 
substantial administrative problems that have 

been solved. Moreover no one knows at what level 
instalment payments as a percentage of family income 
become excessive. Even if regulation is limited to the 
terms under which individual items are sold, the problen 
is no nearer solution. Several vears ago, 18 months was 
the limit on automobile paper; now, 36 months is con 
mon. It is possible to argue that the longer terms indi 
cate credit abuse, but it might be just as valid to argue 
that the vreater experience with risks and losses has 
justified the longer terms. ‘| he point | am making 
that it is difficult to know when instalment credit 


being abused. 


The point can 1 think carried one step further It 
is necessary to ask whether is a function of the yovern 
mental monetary authority to control credit to prevent 
abuses. This point can be made clear if you remember 
that there were assertions that some retail stores. dealers 
and finance companies last year were using cred 

to sell their merchandise. It seems to me that if 

or a lender wishes to take that risk, there is no reason 
why a governmental authority should ittempt to prevent 
it That is clearly a business risk and one which should 
be treated as such. The question of the abuse of credit 
Is not one that can be solved by 


rovernmental regulations 


It is rather one which you in extending credit mus 


dete trmine tor vourself The only credit that the vrovert 


ment can make good by legislation is its own. and ever 


that privilege must not be abused As retail credit 
executives you cannot expect the yovernment t 
you trom making mistakes in credit extension 


clearly your job—not that of the federal government 


Demand for Consumers’ Goods 


Ihe rising and fal 
] 


evoods influences the trend of Dusiness 


ling demand for consumers’ durable 
rreatly. 
Since automobiles are the most important creditwise of 


the consumers’ durable goods. the discussions of credit 


invariably use them as an illustration What I am say 
ing about automobile credit applies with equal emphasis 
to credit for television sets, furniture, household 
pliances, and charge accounts. Indeed, it applies 
retail credit generally. When, therefore, you hear dis 
cussions such as this one, it applies to you just as much 
as it does to the automobile dealer down the street. \ 
large demand in one vear results in extremely high busi 
ness activity and a lower level is associated with declining 
industrial activity. This can be made clear when it is 
realized that the v ilue of each new cal produced con 
tributes $2,000 to the total gross national product by 
the time it reaches the dealer, and when the manufac 
turers produce 8 million of them, the contribution of the 
automobile industry to the total output of goods and 
services is very great Similar figures could be cited for 
television sets—or charge accounts. If the demand 
could be smoothed out, some people argue the fluctuations 
in business activity would be reduced. ‘This general at- 
titude is probably fundamental to the widely expressed 
belief on the part of retail stores and home appliance and 


automobile dealers that last vear we borrowed sales from 


this Cal IL his 


demand can be held within specified 


ifyuimel in De 


smooth out 


tha it would be possible 
sumer goods cvcle 


; : 
imulate and tig erms imposed 


ls ob ectiVve s sought I 


impossible to 
voods’ pur h ises could 


} 1] , 
Vheoretically could be 


usIneéss employment 
how can tl monet \ hort 
lenders te vide sucn 
the lender lend money I innot force 


ne ot which this coul 


iccomplished, however, i » provid same ine 
s we now find in mortgage lend) name 
] 
ment guarantees, If all 


iaranteed the vuarantor le > tern 


rovernment 


oO guarantee his im \ vive the monetary 


iuthorities power | iv consumer 


Reduce Business Cycle Fluctuations 


‘ whether th s is the tunctior 


the yovernment itselt 
vovernment 
yut whethe 
the economy 


questior l I * moment 


olum«e ofr consumers 


, 
tionable 


+t | ‘ ’ 


ed consumer 1 ) ro ques 


would be in regulatis he den 
goods *» marke tor consumers yood 


not only by down-payment requirements 


such factors as style. the change in the product 
, 
ly ition 


demand for specific goods, fam 


appeal, persona 


ompeti ig goods, ( onsume! 


factor vet if 1s only one 


Such sugyve come 


planni 
planning, and no one has 
Federal Rese rve official des 


on the road. retary Humphrey il 4 
controls stated the same idea in difterent when he 


said that the government w 


assuming yf responsi 
bility when you tell 167 


itford to buy.” Certainly, we 
[t is important to realize that the estimation of den 


is relatively imperfect and limitation of credit may re 
in the denial of credit to a greater degree th in Is neces 
sary. The control of credit may re in the slowing 
down of progress. Probably the basic reason for demand 
ing power to control these types is that they can 


easily identified lf we could identity and define 


particular type of credit, there would undoubtedly 


CREDIT WORLD 5 


AUGUST 1956 





It we adopt this philosop 


demand for its control | 


the broad tront of select ve credit controls you 

assured that eventually) > will find some means of 

applving it to all forms igriculture, commercial and 

industrial credit ‘arrving this to the extreme. the 

government would tl be making most of the decisions 
‘nding ; lirectly controlling all business. You 
say this is absurd, and vet, under such a program 


entirely possible 


It seems to me that it is possible to reach the conclusion 


that it ittempt to control consumer 
credit for any * reasons given above. ‘There is, 
however, one argument in tavor of the control of con 
sumer credit with which I have not yet dealt. Perhaps 
the most basic reason for urging the control of consumer 
credit is that it influences the level of money supply. You 
must remember that earlier in this address I described 
both the general and selective credit controls. The basic 
purpose of these controls is to influence the money supply 
directly and perhaps to influence indirectly the velocity 
of the circulation of that money supply. It is important 
to control the money supply because of its effect upon 
prices. In a period of increasing industrial activity, the 
volume of consumer credit tends to advance because 
individuals are anticipating higher income and they can 
spend more liberally and borrow more liberally. In 
periods of declining industrial activity, they tend to pay 
off their debts and not to borrow or buy on credit. Thus, 
an element of instability is given to the economy by the 
expansion and contraction of consumer credit. Since a 
portion of the funds used to finance consumer credit is 
derived from the banking system, it is clear that an 
expansion in consumer credit adds to the money supply, 
and in a period of contraction it reduces the money 
supply. ‘This is most clear in the case of an individual 
who borrows to buy a TV set but it is equally obvious 
when the business you represent borrows from the banks 
in order to carry your own time payment and charge 


accounts, 


This type of credit is not subject to the same factors 
which influence other types of credit. Small changes in 
Interest rates, for example, have very little effect upon 
the volume of consumer credit. Likewise, the profits 
made are usually large enough that small changes in 
the rates at which finance companies and stores borrow 
from banks have very little effect upon their total 
borrowing. 

For those reasons the general credit controls possessed 
by the monetary authorities may not be sufficient to 
regulate the volume of consumer credit. Or, to put it 
in another way, in order for the general credit controls 
to influence the volume of consumer credit, it might be 
necessary to impose “tighter” money market conditions 
than would be justified in terms of the over all economy. 
In order to avoid such a “tight” money policy, it might 
be more efficient to adopt selective credit controls. 

While it seems reasonable to demand consumer credit 
controls at a time when the expansion of consumer credit 
is a major factor in influencing an inflationary trend. it 
must be realized that inflationary tendencies cannot al- 
ways be attributed to the expansion of consumer credit. 
At one time it may be real estate credit: at another it 


mav be bank loans to any one of many industries. If 
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there were a desire to control in any type 


it would be possible to 
irguments made tor consumer credit control 
pansion took p * in enough sectors of the econon 
monetary < ies would within a limited period of 
time be exercising too much control, It woul n ettect 
become over-all economic planning. ive already con 
mented on one aspect ot this prob 
some of tl irguments now to show 
in attemp 
reasons. 

This is not a hypothetic il argument, nor 
cry of private Dusinessmen against government in bus 
ness We ilready have established selective credit con 
trol over stock market credit and there are demands tor 
consumer credit ; . state credit In 
countries the yovernment mn agreement 
b 


’ | 
mercial banks has set limits to term loans and loans to 


specific types of industries. The possibility of extension 
of this tvpe of control can be illustrated 

example. In the last several business cycles 

lation and liquidation of inventories has played 
portant role. It would well be that some future mone 
tary authority arguing for a greater degree of control 
over inventories would advocate the control of credit for 


the purpose of carrying inventories. How would you 


that? The economic consequences of this policy 
i | 


would be clear. 


Objectives of Selective Credit Controls 


(One ot the objectives of those who advocate selective 
credit controls is that they can be applied directly. In 
order to achieve the same result general credit controls 
would have to be much harsher than would otherwise 
be necessary. To utilize selective credit controls might 
not result in the type of contraction of the economy which 
is desired. The imposition of general credit controls 
would have the effect of forcing the economy 
establish new patterns based upon the distribution of 
the available supply of credit. 

During the past several minutes | have been talking 
with you about the problems and the arguments in favor 
of consumer credit control. I have tried to explain to 
you that government regulation cannot be expected to 
rescue you from unsound time selling policies or bor 
rowers generally from the folly of borrowing too much. 
| think it is fair to question whether the judgment of 
the monetary authorities in permitting the money supply 
to be used in this or that industry is superior to the 
judgment of the commercial banks and other lending 
institutions. It is, in my judgment, impossible to justify 
consumer credit controls on the grounds that are usually 
cited by businessmen While a case can be made for 
their use as supplementary to general credit controls 
even here the same reasons that argue avainst selective 
credit controls in order to regularize the business cvcle 
are equally valid for selective credit controls for monetary 
purposes. It is possible to justify the use of gener! il credit 
controls, but the case of selective credit controls is 
difficult to make. 

So, I return again to my original question: Are we 


“charging” into credit controls? The answer, I think, 


(Turn to “Credit Controls,’’ page 30.) 








INCE MY MESSAGE of last month, | have spent 

a yvreat amount of time with the aftairs of the 
National Retail Credit Association, studying its opera 
tion, appraising its value and learning its history. I 
have noted with some amazement its many accomplish 
ments over the past 44 years; how it began; the people 
who have nourished it and cherished it down through 
the years; its aim and purpose, so worthy and so very 
American; its steady progress; the: wide field of retail 
credit that it serves; the faithfulness and hard worl 
of its staff, particularly Messrs. Crowder, Hert and 
Berry and finally its present status, and | have learned 
to appreciate it more than ever before. That feeling | 
would like you, who are a part of it, to share with me. 

We stand now at the threshold of our finest oppor 
tunity! With just a little concerted effort throughout 
our membership we will be on our way to that lofty 
pinnacle of service that will be ours in just a few vears. 
Therefore, | suggest that we designate this coming veat 
as our year of “Appreciation of the Past . Preparation 
for the Future.’ I hope we will adopt it and use it 
in our bulletins, magazines, leaflets and our letters and 
correspondence pertaining to the N.R.C.A. Most of 
all that we might actually have it in our hearts and in 
our plans, if for no other reason than to remind us of 


our debt to our association and our hopes for the future. 


The Objectives for the Year 


In placing the objectives for the year before our people, 
I have had many encouraging letters with such phrases 
as “We shall support the program in our area and do all 
in our power to make it profitable” and “We will coop 
erate in every way and are already making plans for 
a membership drive and an educational program.” With 
that spirit among our members we will travel far on 
the road of usefulness in the next few months and 
am sincerely grateful! Any progress will be the results 
of vour eftorts and those of other members. 


‘ 1 1? 
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The last of August will see the 
trend all over our land, which will be a reminder that 
it is time for us to consider and plan for some type of 
credit school by our local Association for our credit 
department personnel. Credit schools may be held at 
any time, but there are two very appropriate times, one 
of which is early fall when public schools, colleges and 
universities are opening; a time when most of us are 
school conscious, while the other most favorable is in 
the early spring. ‘To organize and conduct a credit 
school takes time, and if your Association plans one for 
September or October, and we hope you are, preparations 
should begin at once! Committees should be appointed 


to handle all details from curriculum to meeting place. 


has 


i SSOCI lor 


National Ofhce tor 


never co 


They can aid you mater 
\ special membership I is coming 
new members are welcome ill times. 
consistent effort is sometimes more eftectiy 
the best results. 
\n item that merits more than casual notice is the 


approval of the intic Federal Highway program. 


The United States is about to launch a highw iv build 


ng program, the like of which the world has never se en! 


The combined Federal-State funds will mean an ex 


penditure of about 50 billion dollars within the next 
few vears. ‘The new construction, according to its 
ponsors, will be “broad, straight, trouble-free roads, four 
to eight lanes wide, criss-crossing America from coast to 

t and from border to border’ another sign of 
greatness of our country and pointing toward the 
izing future! Such a vast sum of money will have 


tremendous ettect upon the National economy, 


Two Significant Events 


Iwo significant things happened last month that are 
indicative of the times and that admonish us. First was 
the closing of the world-famous Ringling Bros.—Barnum 
& Bailey tent circus which gave its last performance 
The end of the 


Big Top” and its thrilling wonders that have widened 


July 16 in Pittsburgh, Pennsylvania. 


the eves and quickened the hearts of millions of young 


sters as well as grownups through the last several 


he end of an era 


! 


yenerations also marked t Hereafter 


the circus will show only in alt conditioned arenas, thus 
the Circus will continue Dut its methods of operation 


Second 


and presentation will undergo change 


was the announcement that the total product of the 
‘d States in goods and services exceeded the fabulous 
gure of 403 billion dollars for the first quarter of 1956 

marks the beginning of a new era! Mlost authorities 
agree with our President that it will very soon reach 
the fantastic figure of 500 billion. Both these events 
carry great and important lessons for us. They illustrate 
the fact that old methods cannot be used successfully in 


ge and emphasize the tremendous importance of 


a new a 
the future and its insistent demands for our attention and 


preparation. ‘They are timely and good! Let us heed 


‘ | 
So cAmIll, 
President 


National Retail Credit Association 


them! 


CREDIT WORLD 7 


AUGUST 1956 








St. Louis Con 


erence JVotes 





1956 Scott Award Winner 


\t the Thursday morning General Session of the 42nd 
International Consumer Credit Conference at St. Louis, 
Missouri, on June 21, 1956, announcement was made of 
the first annual winner of the $500.00 Scott Award 
The Award was won by Edward Schreiber, credit 
manager, Schreiber-Miller Furniture Company, Gal 
District Eight. Mr. 
Schreiber was presented with a check for $500.00 
signed by George A. Scott, president, Walker Scott 
Company, San Diego, California, donor of the award. 
Shown below is the presentation by President Kaa F 
Blue (left) to Mr. Schreiber. 


veston, Texas, representing 


\ secret committee appointed by President Blue care 
tully reviewed all District nominations. All but one 
of the twelve N.R.C.A. Districts submitted entries for 
the award. ‘The decision of the judges was based on 
the fact that Mr. Schreiber’s idea of introducing a course 
in the principles and benefits of the proper use of con 
sumer credit into the high schools of Galveston, and 
later extended to high schools in the entire state of 
‘Texas, constituted a great contribution to, and an out 
standing achievement in, the field of consumer credit. 
‘This education of young people today is a vital factor 
in making better credit risks ot the customers of to 
morrow. ‘The pattern of education set forth by Mr. 
Schreiber in Galveston, and the state of Texas generally 
has already been followed by other states and will un 
doubtedly be adopted by many more. 

The National Retail Credit Association most heartily 
congratulates Mr. Schreiber on his excellent achievement 
and wishes him continued success in his professional 
career. 

We also wish to recognize those contestants whose 
entires were selected by the various N.R.C.A. Districts 
to participate in the final judging. While these entries 
did not win the national prize, nonetheless, they show 
outstanding merit. To each one go our sincere congratu- 
lations and thanks. Perhaps in future years they will 
win. Here are the names of the entrants selected by the 
various Districts to represent the District in the final 
contest: 


District One, Elizabeth M. Lynch, Peters Employ 
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ment Service, Boston, Massachusetts; District “Two 
Hugh M. Martin, The Addis Company, ovracuse, New 
York; District Three, Annie Frances Hall, Churchwell’s 
Department Store, Albany, Georgia; District Four, 
Fred P. Entler, Home Furniture Company, Bristol, 
Virginia; District Five, A. M. Tannrath, Goldblatt 
Brothers, Chicago, Illinois; District Seven, Roy E. Teter, 
Jenkins Music Company, Oklahoma City, Oklahoma 
District Nine, Edward L. Kaufman, The Oden Motor 
Company, Albuquerque, New Mexico; District Ten, J. 
D. Hartup, Standard Oil Company of California, Spo 
kane, Washington: District Eleven, David K. Blair, H. 
Liebes and Company, San Francisco, California; and 
District Twelve, J. A. White, The Fair, Chicago, 
I}linois. 

This was the first of ten annual Scott Awards. Each 
vear for the next nine years $500.00 in cash will be 
awarded by Mr. Scott to the individual engaged in 
some phase of retail credit work who presents specific 
ind detailed evidence of his or her outstanding con 
tribution to the general field of retail credit adminis 
tration. All entrants must be credit granters and mem 
bers of the National Retail Credit Association. 

In the tuture, each N.R.C.A. District President will 
name a secret committee of not more than five to re- 
view all entries from within the District. A _ selection 
of up to three of such entries will be made by this 
committee. The committee will not designate the order 
of excellence. This procedure will ease somewhat the 
task of district committees and allow the national 
committee more latitude in final selection. Final judg- 
ing of all district entries will be made by the national 
committee to be appointed by N.R.C.A. President W. C. 
Goodman at the International Consumer Credit Con- 
ference, Miami Beach, Florida, June, 1957. District 
presidents should appoint 1957 Scott Award Committees 
now and initiate publicity concerning the award through- 
out the District to generate interest in the contest and 
ensure a substantial number of entries. 

We suggest that each entrant prepare his or her 
material carefully and logically, including letters and 
statements testifying to the accuracy of the contents 
and supporting the claim of the individual to be con 
sidered as a Scott Award contestant. While the award 
is made on the merits of the material itself, an orderly 
and attractive presentation is more likely to gain the 
approval of the judges. 

Here we report the terms of the award as set forth 
by Mr. Scott. 


I—BASIS FOR THE AWARD 


\—The award will recognize the achievement of an 
individual representing or engaged in some phase 
of retail credit work. 

Retail credit is not confined to stores, but includes 
the credit activities of any member of the National 
Retail Credit Association, as shown on our mem 
bership cards as representing the store or firm, 
dealing with the ultimate consumer. For example, 
representatives of banks, finance companies, oil 








companies, etc., are eligible. Credit Bureau per 
sonnel and representatives of wholesale and manu 
facturing firms are not eligible. 
The achievement is not necessarily contined to one 
subject. 
The selection will be made on achievement in any 
or all of the following classifications 
1—Contribution to o1 participation in community 
activity which reflects the contestant’s business 
activity. 
Development of ideas or new approaches in the 
extension or control of credit as evidenced by 
adoption or publication. 
\ctive participation in a credit group, o1 
groups, for the recognition or furtherance of 


credit interests. 


II—SELECTING THE WINNER 

Phe award ts not only valuable in itself but is 

an important forward step in developing the credit 

profession and in providing recognition of its im 

portance. The award should receive immediate 

and continuing publicity. 

1—The Crepir Wortp should be utilized to tell 
the full story and ensure continuing interest. 
The National President or other officers of 
N.R.C.A. should present the details of thie 
award to the directors of each N.R.C.A. Dis 


trict. 


Se ASEM SSSSESSESSESESSESSESEELEEEEEEEEOEEOES 
ee ee ie ee ee ee ee 


See eee 
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including newspaper storie 


Full publicity | 


should be given to the award. at District and 
National Conferences 
K—Selection of the winner will be made from District 
entries, 
1—The Directors from each of the 12 N.R.C.A 
Districts will select up to three entries. 
\ Committee appointed by President 
N.R.C.A. will make the final selection from 
the District 
ubmitted 
he final 


the International Consumer Credit Conference 


request l ict Presidents 
Keen interest 1 this Scott Award contest 
t to the fullest extent within the District 
city and intensive promotion will encourage widespread 
participation by our members. For further informatior 
f needed, write to National Retail Credit Associatior 


375 Jacksor Avenue St. Louis 5 Missouri 


som 


f hr 
f~ f t 
é JV lYo1. Ag 


IN 


I 


General Manager-Treasurer 


NATIONAL RETAIL CREDIT ASSOCIATION 
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Report of the Educational Committee 
David K. Blair, Chairman 


THIS COMMITTEE has been verv active during 


the past fiscal year. It is with pride that I report that 


nearly all of the members of the committee have been 
extremely active during the year and as a result our 
Ac hievements have been noteworthy. 

Of the various assignments given to this committee at 
the meeting of this Board in Louisville, Kentucky, on 
Thursday, June 23, 1955, the preparation of a format 
for the Scott Award was first on the committee's agenda. 
Several months were spent on attempting to come to an 
agreement on the proper form to be used. On _ the 
recommendation of the National Office it was decided 
to hold this matter in abeyance until after the first award 
was presented at the Conference in St. Louis. Should 
the Board feel that a format should be developed, this 
committee will again be happy to devote its effort toward 
that end. 

At the same meeting of this Board in Louisville, a 
resolution was passed calling for the chairmen of the 
educational committees of each of the three organizations 
which convene jointly at this Conference, to meet to- 
gether to coordinate their activities. Such a meeting 
will be held this year and will be reported to you 
verbally by the Chairman. 

In order to have a basis for the coordination of our 
programs, it was the opinion of this committee as well 
as that of your National Office that a statement of policy 
should be prepared so that there would be no misunder- 


standing as to the fields of activities which we would 
cover. Such a statement is attached to this report and 
it is the recommendation of this committee that this 
statement be referred to the Resolutions Committee with 
the request that it be presented to this Conference as a 
Resolution to be adopted. 

The Board of Directors also asked this Committee to 
develop ways and means of sending a letter to the em 
ployers of delegates attending the Annual Conference 
expressing pleasure that the delegate attended the Con- 
ference and the hope that the information gained would 
warrant the delegate’s again attending the next annual 
Conference. Arrangements have been made with the 
National Office whereby cards would be available at all 
of the group sessions to be held at this Conference and 
any delegate wishing such a letter sent to his employer 
would fill out one of these cards giving the necessary 
information. 

On Sunday afternoon, June 17, 1956, there was again 
held a panel discussion on Local Association and District 
problems, under the sponsorship of this committee. After 
the moderate success achieved last year in Louisville, a 
great deal of effort has been expended to make the meet- 
ing this year an outstanding one in every respect. 

To all those who served on that program and to those 
who assisted in planning the agenda, this committee 
wishes to express its deepest appreciation. Most espe 


cially we wish to bring to your attention the excellent 
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cooperation we have received from the Associated Credit 
Bureaus of America and the Chairman of the 
tional Committee, Charles E. Moorman. 


"| his committee wishes also to express ifs ippreciation 


tor the vdvice ind counsel of our National Office. 
Messrs. Crowder. Hert, and Berry have been willing to 
assist us at all times in the extension of this educational 
program. With their continued cooperation we can lool 


forward to an expanded and intensified program in the 


A Statement of Policy 
The National Retail Credit Association shall provide 


a complete program of education in all phases of con- 
sumer credit administration. It shall provide its mem- 
bers with opportunities for education in such other sub- 
jects as are or may be considered necessary to the con 
tinuing development and individual growth of its mem 
bers. 

The National Retail Credit Association shall provide 
opportunities for its members to increase their knowledge 
of the functions of this association and to provide train 
ing for its members in the functions, purposes, and ac- 
tivities of district and local organizations. 

The National Retail Credit Association shall promote 
education of the consumer in the sound use of credit. In 
cooperation with the Associated Credit Bureaus of 


America and the Credit Women's Breakfast Club 
North America, it shall make available to the thre 
sociations such educational material as it become 
ible It shall explore ill means of consumer cr 
ition, i.e., films lvertising, pan phlets 

radio, ete., and otter a planned program tha 


1 
use the available media to their 


be the goal of the 
students of all schools and colleges 
ind Canada receive idequate training 1 the sound 
ot credit. 

The National Retail Credit Association shall cooperate 
with the Associated Credit Bureaus of America in the 
education of credit granters and credit bureau personnel 
on the subject of granter-bureau relationships. It shall 
not, at any time, otter authorized training material on 
this subject that has not been previously approved by 
the Educational Committee ot the Associated Credit 
Bureaus of America. 

The National Retail Credit Association shall en- 
deavor to coordinate its educational program with that 
ot the Credit Women’s Breakfast Clubs of North 
(America. This is not to be construed as a requirement 
that the same pattern shall be followed; however, una- 
nimity of opinion as to the basic principles of credit 


granter education is to be desired. 


Report of Secretary and Research Director 
Arthur H. Hert 


DURING THE PAST year, only three issues of 
The Crepir Wortp were dedicated to the various units. 
Thev were: Atlanta, Georgia, October, 1955 issue; 
Sioux City, lowa, March, 1956 issue; and Shreveport, 
Louisiana, April, 1956 issue. Other cities have been 
scheduled for the balance of the year. This plan has 
created additional interest in the N.R.C.A. as it gives 
many members an opportunity to submit articles for The 
Crepir Worip. Extra copies are sent to prospective 
members in those cities and towns in which the publica- 
tion is dedicated in an ettort to interest them in local 
and national memberships. 

There is still considerable interest in our Comparative 
Collection Percentages Department in The Crepr 
Worvp. Additional Space Is available for more cities in 
this department and we expect to add others in place of 
those who are no longer able to cooperate with us. New 
lines of business will be added to the list if data received 


are representative enough to justify the change. 


The Credit Clini Department is still one of the most 

' 
popular sections in the publication. The response from 
our members has been excellent and t 


) those members 
who have made this department such a success go our 
sincere thanks for their help in answering our inquiries. 
On January 9-12, 1956, I attended the meetings of 
the American Retail Association Executives held at 
Hotel Statler, New York. At the same time I al 
tended the business meeting and luncheon of the Credit 


Management Division of the National Retail Dry Goods 


t 


aiso a 


\ssociation. It was also my pleasure to attend the an 
nual meeting of District Eight held in Austin, Texas, 
Mav 20-23, 1956, and serve on a panel at the general 
session. 

In conclusion, I wish to take this opportunity to thank 
our members for their continued interest and cooperation 
with me for the past twenty-two years. My thanks, also 
to the officers, directors, and National Office staff for 


their able assistance at all times. 


Report of Educational Director 


Leonard Berry 
IT IS WITH pleasure that [ submit my sixth annual 


report. 

During the fiscal vear ending May 31, 1956, four 
Business Communications Clinics were conducted: Bur 
lington, Iowa; St. Louis, Missouri; Charleston, West 
Virginia; and Minneapolis, Minnesota. ‘There is con 
siderable interest in this particular phase of professional 


education and plans are now being made to ofter several 
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such business communications clinics dur ny the 
fiscal year. 

It was my privilege to attend the meetings of N.R.C.A. 
District One, Springfield, Massachusetts; Districts Three 
ind Four, Asheville, North Carolina: and District Nine 
Colorado Springs, ¢ olorado. At each of these | Ly 
on the General Sessions program and also participated 


ype ired 


the various group and other meetings. 











tions were 
in most Cas 
betore the 
conventior 
two days 
ind spoke 
conferences sponsore 
lale and Centralia 
two regular classes nivel ' 

School held ‘ ort Worth ‘| eXas ind made 
two appearances ; “di at Atlanta, Georg 
both sponsored by the Univer of Georgia and the local 

credit association. 
Incl ided in the year's iC vi 
held in December, 1955, 


issociation 


ngland,. and Edinburgh, Scotland. ‘The en 
spent in the British Isles 
While there on 


tunity of appearing before these groups was 


1 
iccumulated vacation. 


welcomed. Despite the fact that the meetings 
in December, a poor month for meetings, and 
considering severe weather conditions, excellent audiences 
turned out. A _ report ) retail credit conditions as | 
found them in ritain appeared in the March, 1956, 
CREDI1 _ Wortp ippreciation for this 
ifter 33 vears’ 
Lhe “Re | Institute the Universit 
Oklahoma, oftered two classes, “Ret: 
Credit Management” and “Retail Credit Economics 
Attendance Was satisfactory We have now complete 
our iginal commitment to ofter a three-vear study 
course at the University of Oklahoma. Certificates were 
warded to those successfully completing the full pro 
gram. ‘This vear we are oftering a “‘Consumer Credit 
Institute” at the University of Oklahoma the week be 
ginning July 23, 1956. Five subjects will be offered, 


Credit Manage 


‘Business Communications.” This will be 


two of which I shall teach 
ment’ and 
in intensive study week which will include five full days 
ind three evening sessions. Every ettort has been made 

to encourage attendance at this “Consumer Credit Ins 
” Tf successful, we shall ofter similar institutes at 
versities in coming vear,rs | ich Institute wil 

‘ar ofterin 


S. Speake continues * outstandingly si 


th credit schools in the field. In the period 

1955, to May 31, 1956, Mr. Speake conducted 
credit schools located in 17 states and two provinces 
Canada with a total enrollment of 3,211. This con 
9 credit schools loc 1 in 23 states and 4 
irollment of 2,963 
It is of interest note that since Mr. Speake 


work with N.R.C.A. February 1, 1953, 


has conducted a total of 125 credit schools with a total 


Canada, with a tot el 


enrollment of 10,457. We invariably receive unanimous 
yproval of Mrz Speal 


apy} e's presentations ind praise for his 
ettectivenesss trom the cities he visits. We cooperate in 
every way possible to promote these credit schools because 
we believe that this is a tremendously valuable service to 
our members and to the credit profession generally. Mr 
Speake s itinerary for fall and winter is now being filled 


Write 
for plan that oper 
cts. for less for 
BRANCH STORES REVOLVING ACCT ’ 
Find out who really gets top 
Write 





For proof and Low-Cost Test-Plan! Compare! 


29th success-year with Abraham & Straus; Foley's; Jordan 
Marsh; May Co.; and other top stores, large & small. 








For ace Akron store, our unique mdse.-fashion approach opened 


1,000 NEW CHARGE ACCTS. 


for 50: each 


New Accts. opened for Goerke's, N. J. 
3000 bought during the first year alone $301,000 





WE REVIVE 50% to 70% INACTIVES 
(50°°) Inactives in famed Texas store 
3725 bought within six months, at 2°> cost $241,000 





LESTER brozman COMPANY 


GO FIFTH AVENUE, N.Y. C. 10 


lhe third annual observance i i i 
Credit Week” was held Apt | 22 yril 28, 1956, and 
ain was highly successful We prepared and mailed 
portfolios to 142 cities in 33 states and 84 
six provinces in Canada. Each portfolio contained help 
ial for local committees neluding lectures, 


announcements, newspa leases and editorials 


iper re 
event should vall In importance ind momentum 
‘ar and be at iwnil int and influential feature 
total retail credit education gran 


( redit Department Letter Page” and the 
linic’’ continue to be popul ind looked-tor 
lhe Crepir Wor vp. hese department 


part, represent the contributions of our membe 


with ‘Ir cooperatior 


in succeed only 
yness of members to sha » their experiences ind 
ideas with others is deeply ypreciated and thankfully 
acknowledged. 
lo the Officers and Directors, . rious 
and to all our members I express my grateful thanks 
confidence and cooperation. My sincere appre 
ilso oftered for the unfailing and unstintin, 
operation of L. S. Crowder, Arthur H. Hert 
National Office 
‘| his field of ail credit education is a vrowing ind 
highly signifi It is challenging in its scope and 
possibilities. I am glad to have the opportunity of serv 


ng the National Credit 


entire retail credit 


Association, and the 
ofession, 1 ny capacity 
‘ducator, leading to a vate understanding 


: ,; : 
complex economy and the part that retail credit person 


nel play in it. 


WORLD W Writing to Advert ll 








— Officers and Directors 


NATIONAL RETAIL CREDIT ASSOCIATION 


International Headquarters, 375 Jackson Avenue 


Saint Louis 5, Missouri 
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WIMBERLEY ©. GOODMAN Reynolds-Penland Compan 
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J. C. GILLILAND 
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Davin K. Brair 
General Vanage r-Treasurer 


(ilen Bros. Musie Company. 


rust and Savings Banl 


Vv. San Franeciseo 


lL, Ss CROWD! R iv » Jackson Ave nue Lo 11S, Misso inl 
T'reasurer, Nec 


ArTHUR H. HeEr1 375 Jackson 
Educational Direc for 
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Meet Your New National Officers 


Elected at the 42nd Annual Conference of the 








W. C. Goodman 


WIMBERLEY ( 


President, was born in Marion 


(j;OODMAN 


County, Texas, and has lived in 
Dallas since 1911. He is Se 
Manager 


Reynolds-Penland Company, Dal 


tary and Credit 


las, one of the leading men’s cloth 


ing stores. He has been with the 


company for 23 years and prior 
to that was Credit Manager 
Huey & Philip Hardware Company, Dallas, for over 16 
vears. He has been President of the Dallas Retail Credit 
Managers’ Association, the Retail Credit Executives of 
l'exas and a director of the National Retail Credit Asso 
clation He is a charter member and Past Master of 
W ishington Lodge No. 1117 A. F. and A. M.., and a 
member of the Oak Cliff Chapter R. A. M. He is a 
Knight Templar and member of the Dallas Commandery 
No. 6 and Past District Deputy Grand Master of the 
l4th District of Texas. He is a member of the Oak 
Cliff Council of R. and S. M. and Past President of the 
Masters and Wardens Association of the 14th District 
He has been an active member of the First Baptist 
Church since 1914; is a Deacon and Superintendent of 
the Adult Sunday School Department. 
Mr. and Mrs. Goodman live at 2826 Southwood 
Drive, Dallas. ‘They have two sons and two daughters 


| ve . 
J. C. Gilliland 

J. C. GILLILaNp, Second Vice 

ad President, was born in Homestead 

Pa. His college training was 

slanted at making him an electro 

chemist but an extension course in 

collection agency management got 

him started in his own agency. 

Later studies in business adminis 

tration, law and accounting led 

him into credit management. His 

background includes experience in the collection agency, 

jewelry, furniture, clothing, department store, mail ordet 

ind banking fields. He has served as interviewer, credit 

manager, agency and chain supervisor, store superintend 

ent, general credit manager and company officer. Most 

recently, he was General Credit Manager of Aldens, 

Chicago, Ill., from 1943 to 1952. In November, 1952 

he joined the Pullman Trust & Savings Bank, Chicago, 

to manage its Shoppers Charge Account Department. In 

June, 1954, he was made Assistant Vice President. He 

is a Past President and Director of the Retail Credit 

\ssociation of Cook County and the Charge Account 
Bankers Association. 

Mr. Gilliland has three married daughters. A vounger 
daughter and son are at home with Mr. and Mrs. Gil 
liland in Bellwood, Ill. His hobby is helping newcomers 
in retail credit, with an ocasional do-it-yourself project 


or auto trip for temporary diversion 


N.R.C.A., St. Louis, Missouri, June 17-21, 1956 





Eldon L. ‘Taylor 
ELpon L 


President Was 


Payor, First \ 
} 


porn 


ittended 


Paper Company i 
ng department. He started with 
the Glen Bros. Music 
1922 as a clerk in 
partment of the ( Joden store and transterred to t 
Lake City store in 1924 as Office Manager. 
ippointed Secretary of the Corporation 
Secretary- Preasurer in 1950. In April, 1954 


Vice President and reasurer and transferred 


to Ogden to be General Manager of the home store 


the Company. He has been active in the Salt Lake 
Association since 1924 and was a director for 
President of the Association in 1947 
director of District Nine of the 
tor ‘e vears and President in 1950-195] 

was a National director in 1953-1954. 

Mr. and Mrs. Taylor live at 1520 29th Street, Ogden. 
They have three married sons and four grandchildren 
His hobbies are puttering iround in_ his large vard, 
motoring and being an active member of the ¢ hurch ot 


Jesus Christ of Latter-day Saints 


David K. Blair 


Davin K. Brair, Third Vice 

President, was born in Alameda 

California, and has lived in San 

Krancisco since 1946 when he 

accepted the position oft Credit 

Manager for H. Aebes & Co 

He was President of the San 

Francisco Associated Retail Credit 

Men in 1951. He is First Vice 

President of District 11 and has 

ven Chairmar ot the Educational Committee of 

N.R.C.A, since 1952. He served as General Chairman 

ot our 40th Annual International Consumer Credit Con 

ference in San Francisco in 1954 For 26 vears he has 

been a member of the Boy Scouts of America serving as 

Scoutmaster and District Commissioner. He is a mem 

ber of the First Congregational Church of San Francisco, 

having served as Deacon, and is now a member of the 

Board of ‘Trustees. He is also Treasurer for the 

Northern California Council of Congregational Churches 

While in Vallejo he was active in the Kiwanis Club 

He was President of Monterey Heights Homes Asso 

ciation in 1952-1954 and is now Secretary- Treasurer. 

In his spare time he paints, papers and redecorates the 

house, and plays the piano, Hammond organ, and records. 

MIr. and Mrs. Blair live at 1230 Monterey Blvd 

San Francisco They have one married daughter and 
Two sons 
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Officers and Directors 


Associated Credit Bureaus 
of America 


Annual International Consumer Credit 
in St. Louis, Missouri, June 17-21, 


1956, the Associated Credit Bureaus of America elected 


the following officers and committee members. Their 


At the 42 


Conterence 


term of office, because of a new change in the Constitu 
tion, will commence January 1, 1957, and will be for 
the « ilendar year. 
Officers Elect 

President, Bernard J. Duffy, St. Paul, Minn.; First 
Vice President, Erwin Singleton, Beaumont, Texas: 
Second Vice President, Donald H. Puffer, Denver, Colo. ; 
Executive Vice President, Treasurer, Harold A. Wallace, 
St. Louis, Mo.; Assistant Treasurer, John L. Spaftord, 
St. Louis, Mo.; and Secretary, Otto H. Lanfersieck, St. 
Louis, Mo. 

Board of Directors Elect 

Francis P. Auger, Orlando, Fla.; Dale Boley, Kansas 
Citv. Mo.: Howard G. Chilton, Fort Worth, Texas; E. 
Bland Cresap, Colorado Springs, Colo.; Roy Dexter, 
Vancouver, Wash.; Bernard J. Duffy, St. Paul, Minn. ; 
Charles H. Farrell, New Haven, Conn.; William 
Fluegel, Cedar Rapids, Ia.; Norman K. 
Oshawa, Ontario, Canada; Walter Graff, Lansing, 
Mich.; Sherman Harris, Houston, Texas; E. F. Hodge, 
Sacramento, Calif.; Gordon Lewis, Corpus Christi, 
Texas; N. W. McGinty, Billings, Mont.; Pren L. 
Moore, El Centro, Calif.; Charles E. Moorman, Jack 
sonville, Fla.; Mrs. Mary B. Murrin, Danville, Ill; 
Kermit W. Oakes, Emporia, Kan.; Donald H. Puffer, 
Denver, Colo.; Charles A. Schafter, Mason City, Iowa; 
Erwin Singleton, Beaumont, Texas; Francis W. Smith, 
Salem, Ore.; Mrs. Crystal Sorrells Strom, Asheville, N. 
C.; William Tobin, St. Louis, Mo.; Harold A. Wallace, 
St. Louis, Mo.; Melvin Warrick, Spokane, Wash.; C. A. 
Wildes, Minneapolis, Minn.; and Ernest Yarbrough, 
Winston-Salem, N. C. 


( yateson 


Past Presidents’ Advisory Council 


Carson L. Bard, Louisville, Ky.; Arthur B. Buckeridge, 
Memphis, Tenn.; J. E. R. Chilton, Jr., Dallas, Texas; 
E. DeWitt, Seattle, Wash.; James D. Hays, Harrisburg 
Pa.; Arthur F. Henning, Sacramento, Calif.: George P. 
Johns, Decatur, Ill.; Ralph B. Kearns, Wichita, Kan. ; 
Fred S. Krieger, Milwaukee, Wis.: and ber 
Trosper, Greensboro, N. C. 

Credit Reporting Division Committee Elect 

Francis P. Auger, Orlando, Fla., Chairman; Howard 
G. Chilton, Fort Worth, Texas, Vice Chairman 
James F. Bain, Corpus Christi, Texas; Chapin § 
Carnes, Aibuquerque, N. M.; Keith Crawford, Masor 
City, Ia.: Thomas Downie, Vancouver, B. C., Canada: 
Frank Edmonds, Johnson City, Tenn.; James E. Fenn 
Birmingham, Ala.; H. Lorry Grey, Easton, Pa.: Robert 
K. Pinger, Houston, ‘Texas William Ray son ‘T ulsa, 
Okla.; Glen D. Ruddy, Visalia, Calif.; C. A. Siegfried 
Sr., Moline, Ill.; Harold A. Wallace, St. Louis, Mo.: 
Robert Walsh, Rochester, N. Y. 

Collection Service Division Committee Elect 

N. W. McGinty, Billings, Mont., Chairman; William 
Fluegel, Cedar Rapids, la., Vice Chairman; George K. 
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Officers and Directors 


Credit Women’s Breakfast Clubs 
of North America 


\t the annual business meeting of the Credit. Women’s 
Breakfast Clubs of North America, held at the Sheraton 
Jefferson Hotel, St. Louis, Missouri, June 18, 1956 
the following officers were elected: President, Rita 
Barnes, W. McPhillips, Ltd., London, Ontario, Canada; 

First Vice President, Mrs. Dar 
leen FE. Crocker, Loring, Short & 
Harmon, Portland, Maine; Se 
ond Vice President, Mrs. Mary 
S. Morgan, Clark Optometrists 
Houston, Texas; Treasurer, Mrs. 
Helen S. Merrill 
Lynch, Pierce, Fenner & Beane, 
Salt Lake City, Utah; and Execu 
tive Manager, Geneva F. M« 
Missouri. 
Committee Chairmen: Future Ad 
vantages, Mrs. Florence A. Wyatt, Butterworth Furni 
ture Company, Richmond, Virginia; Bulletin, Mrs. 
Dorothe M. Bolte, Lyon Bros. Lumber & Fuel Com 
pany, Joliet, Illinois; Historian, Mrs. Evelyn Blum 


Spendlove, 


Quatters, St Louis, 
Rita Barnes 


Premium Payment Company, Champaign, I]linois; Mem 
bership, Hattie Belknap, Carlisle Allen Company, Ashta 
bula, Ohio; Nominating, Mrs. Una Pearson, Pearson’s, 
Fort Smith, Arkansas; Budget, Marjorie H. Girton, 
Queal Lumber Company, Des Moines, lowa; Constitu 
tion and Bylaws, Mrs. Mabell Bliss, Frank A. Heit 
kemper, Inc., Portland, Oregon; and Advisory, Avadana 
Cochran, Credit Bureau of Kitsap 
Washington. 

District Presidents include: 1. Mrs. Frances H. Carl 
strom, Cherry's, Lawrence, Massachusetts; 2. Mrs 
Ediemia Boulton, The Wonder Shop, Albany, New 
York; 3. and 4. Mrs. Inez McGaughy, Picketts In 
Chattanooga, Tennessee; 5. Barbara Dunnet, Charles 
Ovilvy Ltd., Ottawa, Ontario, Canada; 6. Mrs. Eleanor 
Grieme, Credit Bureau, Sioux City, lowa; 7. Cecil 
Horner, McCormick Mathers Publishing Company, 
Wichita, Kansas; 8. Elizabeth Bonura, Dahl Motors 
Beaumont, Inc., Beaumont, Texas; 9. Mrs. Matilda 
Brass, Ellis & Capp Equipment Company, Greeley, 
Colorado; 10. Mrs. Helen Helms, Time Finance Com 
Montana; 11. Mrs. Martha Jones, Sub 
urban Gas Service, Upland, California; and 12. Mrs. 
Arlouine Case, 
West Virginia. 


Bremerton, 


pany, Butte, 


Citizens Loan Comp in\ Huntington, 





Barton, San Diego, Calif.; Mrs. Mabel Biggs, Lumber- 
ton, N. C.;: Donald E. Blauert, Merced, Calif.; Dale 
Boley Kansas City, Mo.; Roy Dexter, Vancouver, 
Wash.; Bernard J. Dutty, St. Paul, Minn.; William 
Foley, Portland, Me.: Eugene B. Greer, Sylacauga, Ala. ; 
K. ©. Hankins, New Albany, Ind.; Jerry Harris, FE 
Paso, “Fexas; Sherman Harris, Houston, ‘Texas; E. F 
Hodge, Sacramento, Calif.; Ralph C. Locke, Mar 
chester, N. H.; Ralph L. Printz, Canon City, Colo. 
Earl Riley, Bridgeport, Conn.; William J. Sadler, Gal 
veston, Texas; Francis W. Smith, Salem, Ore.; Harold 
A. Wallace, St. Louis, Mo.; and Joseph W. Whitten, 
Oklahoma City, Okla. 








Hattiesburg, Mississippi 

The newly installed officers and directors of the Credit 
Associates’ Club, formerly Credit Managers’ Association, 
Hattiesburg, Mississippi, are shown in the picture below. 
Left to right are: Sam Rees, Secretary-Treasurer, The 
Credit Bureau; Dan Arnold, Board Member, The Fire 
stone Stores; Charles G. McGregor, Vice President 
Honor Loan’ Brokers; Kaiser 
Modern Appliance Company 


Runnels, President 
Herbert Alpin, Past 
President, Alpin Auto Sales; Thomas P. Ramsey, Re 
tiring President, South Mississippi Infirmary; and Wil 
son W. W alker, Board Member, B. F. Goodrich 
Company. Other board members not present when the 
picture was made are J. Frank Brown and Frank K. 
Matthews. 

May, 1956, marked the 13th anniversary of the club. 
It was organized by the Credit Bureau as part of the 
N.R.C.A.’s program to further sound credit practices 
It acts as an advisory board to the Credit Bureau and 
its council and advice is sought in order to decide 
policies that enable the bureau to serve its members 
to better advantage. A secret committee has been ap 
pointed to name the “Credit Personality of the Month.” 
At the end of the year a credit manager will be selected 
as the “Credit Manager of the Year’ from the winners 
of each month’s contest. The winner will be awarded 


} 


a savings bond and trophy. 


Chicago, Illinois 

At the annual meeting of the Retail Credit Association 
of Cook County, Chicago, Illinois, the following officers 
and directors were elected: President, Lawrence C. 
Burkhardt, Maurice L. Rothschild & Co.; First Vice 
President, Robert H. Goehmann, Olson Rug Co.; Second 
Vice President, E. L. Majeski, American National Bank; 
‘Treasurer, Charles C. Burd, Spiegel, Inc.; and Secretary, 
Carl S. Hobbet, Credit Bureau of Cook County. Di 
rectors: Bryce Bryar, Talman Federal Savings and Loan 
Assn.; J. C. Gilliland, Pullman Trust & Savings Bank ; 
Sophye Goldman, I. Miller Salon; Phil A. Hamilton, 
Lyon & Healy; Robert Hartle, Morris B. Sachs; 
William G. Kelsey, The Peoples Gas Light & Coke Co.; 
Mary Kolley, Arrow Petroleum Co.; Frank Kollmer 
Aldens, Inc.; James Tranker, Socony Mobil Oil Co. 


and Joseph A. White, The Fair. 


Savannah, Georgia 


At the annual meeting of the Associated Retail Credit 
Managers of Savannah, Savannah, Georgia, the follow 
Ing officers and directors were elected: President, Ed 
ward Brown, Georgia Supply Company; Vice President, 
Curtis Elkins, Savannah Gas Company; Secretary, M. B. 
Weldon, Merchants Credit Association; and Treasurer, 
C. B. Gnann, Morris Levy's. Directors: Loys Bell, 
Community Loan and Investment Corporation; J. 
Madison Chandler, Critz Investment Company; Mrs. 
Donniece Brown, Alan Barry’s; Spurgeon Edwards, 
Liberty National Bank and Trust Company; and E. F. 
Hemphill, Personal Credit Corporation. 


Brownsville, Texas 
The 1956-1957 officers and directors of the 
Credit Executives of Brownsville, Brownsville, Texas, 
are: President, A. J. Carnesi, First National Bank; 
Vice President, N. R. Willis, Willis Implement Co.; 
Secretary, Mrs. Dorothy Crowe, The Credit Bureau: 
and Treasurer, Claire Key, The Credit Bureau. Di 
Ernesto Escobedo, John H. and Earl Hunter; 
Ernesto Cisneros, Cisneros Oil Co.: Mrs. Billie Jean 
Jones, Easterling and Van Tyne Motor Co.: and D. K. 


Clint, Brownsville Investment and Trust Co. 


rectors 


Boston, Massachusetts 

The new officers and directors of the Retail Credit 
Association of Boston, Boston, Massachusetts, are: Presi 
dent, Frank L. Mullett, Massachusetts General Hospi 
tal; First Vice President, William J. Kirby, Gilchrist 
Co.; Second Vice President, Charles F. Boviard, Jordan 
Marsh Co.; Treasurer, Rowe A. Gladwin, Retired; and 
Evelyn A. Loring, Acting Secretary. Director: Mary 
(5. Foran, Conrad & Co. 


Nashville, Tennessee 

The new officers and directors of the Nashville Retail 
Credit Association, Nashville, Tennessee, are: President 
Harry N. O'Callaghan, First American National Bank 
First Vice President, George L. Marshall, Sherwin 
Williams Company Second Vice President, John 
Bevington, Third National Bank; Third Vice President, 
Ralph Wright, Harvey’s Department Store; ‘Treasurer, 
J. T. Howell, Third National Bank; and Secretary, 
Ben C. Nance, Credit Bureau of Nashville. 
Harvey King, Tennessee Adjustment Service; M. M. 
Nicholson, First American National Bank; J. E. Wells 
H. J. Grimes Company; C. E. Steensland, American 
Construction Materials; P. W. Cox, U. S$. Courthouse 
Credit Union: Be FE. O'’Steen, John Hancock Insurance 
Company ; Andrew B. Benedict, First American National 
Bank; David T. Huddleston, Massey’s; R. C 
Hippodrome Motor Company ; Alice Talbot, Loveman’s ; 
John M. Young, Franklin Builders Supply; and Dorothy 
McKelvey, Davitt's 


Directors: 


Spinks, 
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The 42nd International Consumer Credit Conference 
held in St. Louis, Missouri, June 17-21, 1956, was the 
first conference in which all details of registration, ar- 
rangements and program planning were managed entirely 
by the three national organizations, the National Retail 
Credit Association, the Associated Credit Bureaus of 
America and the Credit Women’s Breakfast Clubs of 
North America. How well our delegates liked this new 


arrangement is indicated in the following comments: 


“Congratulations on an excellent meeting All in all, I 
think the St. Louis meeting was one of the best we have ever 
had. It was a real pleasure not only to attend but to have a 
small part in the program.”—H. C. Alexander, Belk Brothers 
Company, Charlotte, North Carolina. 

a) 
“The St. Louis convention was outstanding in 
many respects, for it made possible the acquaintance 

of newcomers with those who have attended many 

years; and the programs planned were such that they 

were very appealing to all groups, regardless of their 
experience in the credit field. Continued planning of 
this type between the three National organizations, 
in my opinion, will assure us of improved conven- 
tions in future years.".—Dean Ashby, Credit Sales 
Manager, The Fair, Fort Worth, Texas. 

| | 

“I want to congratulate you and the several committees on 
the splendid programs and entertainment arranged for the 
St. Louis Conference. While much of my time was spent in 
the bureau conferences, I am sure that those of the credit 
fraternity enjoyed and received as many benefits from the con 
ferences as we Bureau Managers did. Our trip to 375 Jackson 
Avenue was appreciated, and I congratulate you on having 
such nice offices.,—A. C. Bittle, Secretary-Manager, Credit 
Bureau of Knoxville, Knoxville, Tennessee. 

| 

“You folks certainly went all out and definitely 
achieved your goal of staging an outstanding credit 
conference. Please accept my sincere thanks for 
making the meeting so worthwhile and the enter- 
tainment so enjoyable.’—Chapin S. Carnes, Man- 
ager, Credit Bureau of Albuquerque, Albuquerque, 
New Mexico. 


“The Conference was excellently planned and well organized 
I felt my time in attending was well spent because of the 
opportunities it afforded me to 

1. Renew acquaintances and make new ones among members 
of the Consumer Credit industry 











Exhibitors at St. Louis Conference 


On the preceding two pages are pictures of the exhibi- 


tors taken at our St. Louis Conference. ‘They are: 


1. Recordak Corporation, New York, New York 

2. National Cash Register Company, Dayton, Ohio 

3. Thomas Collators Inc., New York, New York 

4. Addressograph-Multigraph Corporation, Cleveland, Ohio 

5. Minnesota Mining and Manufacturing Company, Saint 
Paul, Minnesota 

6. Eastman Kodak Company, Rochester, New York 

7. Photorapid of America, Inc., New York, New York 

8. Craig Files, Craig-LeFebure, Cedar Rapids, Iowa 

9. Farrington Manufacturing Company, Boston, Massa- 
chusetts 

10. The Postagraph Company, Baltimore, Maryland 

11. Remington Rand Division of Sperry Rand Corpora- 
tion, New York, New York 

4 
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2. Discuss policies and operations with other bureau man 


agers 

3. Learn the current thinking and needs of credit executives 
so that we might plan to better serve them.”—W. D. Conel, 
General Manager, Retail Merchants Credit Association of 
Angeles, Los Angeles, California 


Los 


“I thought St. Louis was wonderful and I was 
most impressed with the entire conference, as I am 
sure all the delegates were. The three organizations 
did themselves proud in planning and executing all 
the details, it being most evident as the program un- 
folded. All speakers were timely and interesting and 
the panels stimulating. Most certainly they were of 
value to all attending. Knowing that it is primarily 
a ‘hotel’ problem, I venture to say that it could be a 
definite advantage if the group meetings, as well as 
the main meetings, could be held at the conference 
hotel, Naturally, I realize that other hotels must be 
used for housing the delegates, however, it is my 
feeling that they do look for the meetings to be in 
one hotel. This is in no way to be construed as a 
criticism for every conference planning committee 
has its own particular problems as to hotel accom- 
modations. Also, something to hope for is that 
rooms be adequate for the groups attending, and that 
speaking facilities be provided to make the sessions 
audible to all. Thanks for a most informative and 
constructive conference in St. Louis and may all 
future ones be of the same calibre.’—Darleen E. 
Crocker, First Vice President, Credit Women’s Break- 
fast Clubs of North America; Loring, Short and 
Harmon, Portland, Maine. 


“The 42nd Annual Consumer Credit Conference was one of 
the finest that I have had the privilege to attend. Credit is 
due so many people that it is impossible to write them all 
However, | do want to take this opportunity to say ‘thanks’ 
to you and your staff for the contributions you made and for 
our wonderful birthday party. It is my desire and hope that 
in the years to come our organizations will go forward and 
progress as they have in the past.”—Helen Davis, Manager 
Credit Bureau of Waycross, Waycross, Georgia 

“The 42nd Annual Credit Conference was very 
outstanding in every way. As usual, I came away 
with several good ideas that will enable me to save 
money for my company. To me the highlight of the 
conference was the talk entitled, ‘Your Date with 

Destiny,’ given on Thursday morning by C. Hamil- 

ton Moses. We meet and discuss economic values 

of every type. All such values are temporary and 

will soon pass away. When we have a message such 

as the one brought by Mr. Moses, dealing with 

values that are eternal, it is a reminder to all of us 

that there will be a day of reckoning. I think we 
should have someone bring us a message of this type 

at every credit conference. I count it a privilege to 

have been one of those attending the conference.” 

—B. C. DeLoach, Loveman, Joseph & Loeb, Bir- 

mingham, Alabama. 

c= 

“It was a wonderful conference. Jeanne and I met a won 
derful group of people and I certainly profited by attending 
the sessions. I would like to congratulate N.R.C.A. on the way 
the Conference was handled You certainly did all of us 
proud.”—Ed Falk, Credit Manager, Newman’s, Joplin, Missouri. 


=) 

“The 42nd International Consumer Credit Con- 
ference was an outstanding event in all respects. 
Members of all three organizations are certainly in- 
debted to you and your associates for a splendid 
program, excellent entertainment, and everything 
that made it a top-notch conference.”—J. E. Fenn, 
General Manager, Credit Bureau of Birmingham, 
Birmingham, Alabama. 


= 

Ihe International Consumer Credit Conferences which I 
have been privileged to attend over the years have been out 
standing in the calibre of program arranged his is par- 





ticularly true in recent years with the inclusion of 1ZZ 
sessions which cannot but prove of considerable value and 
benefit to all participating The choice of featured speakers 

ecn excellent Thev have been of such high order that 

could not help but feel inspired The Conference recently 
concluded in St. Louis was one which reflects in no small 
degree the painstaking effort which was extended to ensure its 
National 
Associated Credit Bureaus of 
\merica ind the Credit Women’s Breakfast Clubs of North 


\merica deserve to be complimented on the smoothness of 


success The three organizations responsible, namel 
Retail Credit Association 


pertormance and general tenor of the conference proceedings 
One cannot but feel well rewarded in information gained 
through association with credit bureau managers and granters 
consumer credit across Canada and the United States 

5. Flemington, Manager, Credit Bureau of Greater 
vronto, Toronto, Ontario, Canada 


“I enjoyed the conference and obtained many new 
ideas. Due to the fact that my train was nine hours 
late I missed the meeting on Sunday concerning 
‘Local Association Problems.’ I would appreciate a 
copy of the proceedings, if this is available as we 
would like to strengthen the Associated Retail Credit 
Managers Association in Birmingham. We need bet- 
ter programs and larger attendance as well as more 
cooperation from management.”—E. L. Goodman, 
Secretary, Burger-Phillips, Birmingham, Alabama. 


You certainly had a wonderful conference in St. Louis 
The program was among the best, if not the best, and you 
Gordon W. Gray, Gen 
eral Manager, Credit Bureau of Cleveland, Inc., Cleveland 
Ohto 


folks are to be complimented on it 


— 


“There are so many details connected with the 
preparation and programming of a National Conven- 
tion, that the average delegate is hardly in position 
to detect shortcomings, or sit as judge on whether 
or not the arrangements made ran smoothly and to 
the satisfaction of those in charge. As an observer I 
would say that everything seemed well organized. 
Registration desks functioned smoothly. Hotel 
reservations appeared ready and waiting for most 
delegates, and this, to say the least, was a bit unusual 
and appreciated. The convention program seemed to 
click off in good style. Another delegate from our 
city expressed himself this way while reporting to his 
local people, ‘It appeared to be a well-organized ses- 
sion. Everything seemed to be ready at the right 
time. Many hands stood by to see that everything 
went off as planned.’ A favorable comment, if not a 
commendation is due the staff members of the Na- 
tional Retail Credit Association, Associated Credit 
Bureaus of America, and the Credit Women’s Break- 
fast Clubs. It looked to me as though these many 
men and women worked feverishly all during the 
conference, not only in connection with the exten- 
sive programs which entailed much of their time, 
but also the willing manner in which they aided dele- 
gates who deluged them with questions, and sought 
help. I believe, therefore, that any outsider look- 
ing in, and one not too close to the arrangements 
picture, would say in all fairness and honesty that the 
convention was well managed.”—Arthur F. Henning, 
Secretary, Retailers Credit Association, Sacramento, 
California. 


-—- 


I have attended every international meeting for the past 
ten vears and | can truthfully say that in every respect the 
meeting that just- ended was the best planned and the finest 
convention of all Certainly the surroundings were not as 
glamorous nor the climate quite so invigorating as Banff, but 
from every other standpoint, this one in St. Louis was tops 
Ihe program was well planned, everything ran smoothly, and 
there was evidence of the great amount of thought and plan 
ning that had gone into preparation Of course, from an 
idealistic standpoint, all of us may say that we go to a con 
vention such as this to attend meetings and to exchange ideas 
If we are honest with ourselves, however, we must admit that 
the entertainment feature plays a big part, and here again 
evervthing was par excellence For instance take the night of 
the banquet which N.R.C.A. gave for ACBofA in celebration 
of our Fiftieth Anniversary Ordinarily at banquets, people 
ire anxious to have the entertainment over with in a hurry 
so that thev might get to dancing. Such was not the case this 


The Master of Cerer 
humor was devoid 
i means of getting 
rised of a great 
hildren, and 
I thank 
ind vour associatio 
ecess that 


Me 


“I cannot let another day go by without telling 
you how perfect was the birthday party with which 
N.R.C.A. honored ACBofA on its Fiftieth Anniver- 
sary, and how all of us enjoyed it. Of course we 
know that its success was due in no small measure to 
the planning and work which the N.R.C.A. put into it. 
I do want you to know that we all appreciated 
deeply being your guests on that occasion. Break- 
ing bread together, as we did, always seems to add 
a closer tie to those participating; and when it is 
done in the glitter and sparkle of a golden anniver- 
sary, there is a deeper feeling of fellowship, because 
of the years that have gone into the molding of the 
two great organizations—the host N.R.C.A. and the 
honoree ACBofA. Please accept my congratulations 
on a grand job brilliantly executed.”—Grace Himel, 
President, ACB of Louisiana; Credit Bureau of 
Natchitoches Parish, Natchitoches, Louisiana. 


You were very thoughtful to write me with reference to 
Mr. Jedlicka’s participation in the 42nd Annual International 
Consumer Credit Conference. Mr. Jedlicka reported to me on 
the very instructive and worthwhile proceedings of the Con 
ference and said that everyone felt they had gotten a great 
leal from it hey think you and your Association have been 
of great service to the banking profession in sponsoring the 
Conterence.”—Crosby Kemper, President, City National Bank 
and Trust Company, Kansas City, Missouri 

oa 


“The convention was fine. You St. Louis folks 
really outdid yourselves. I enjoyed all the meetings 
and my wife had a fine time with the other visiting 
ladies doing all the trips you had planned. It was a 
worth-while week.”—Frank G. Mewborn, Credit 
Bureau of Atlanta, Inc., Atlanta, Georgia. 

The members of our three fine organizations are to be 
congratulated for giving us one of the finest conventions | 
have ever attended The methodical and interesting manner 
in which all the meetings were conducted indicated a great 
deal of advance work and planning Orchids, too, to the 
women in charge of the visiting wives’ activities Many com 
plimentary remarks were made concerning their many cour 
tesies and friendliness.”—Lilvy | Person, Plymouth Furs 
Minneapolis, Minnesota 


“The conference was the very best I have ever 
attended. Of course, you will have to compute into 
any evaluation that comes from me the fact that this 
was the Fiftieth Anniversary of the ACBofA, and 
perhaps we are just a little prejudiced. However, 
the comments from the credit granters were univer- 
sally favorable. The comments most frequently heard 
were that the speakers were not only very inspira- 
tional, but each of them had a message and each of 
them related the subject matter to our profession. 
As you know, I attended the planning conference for 
the meeting next year, and most of my suggestions 
have already been incorporated into your plans. It 
was wonderful to be with you good folks in St. Louis 
and I particularly wish to comment on the gracious 
manner in which Mrs. Crowder took care of the 
wives. It would appear that recent conventions have 
had practically nothing in the way of entertainment 
for the wives, and Mrs. Puffer very much appre- 
ciated the time and effort Mrs. Crowder gave to 
their entertainment.”—Donald H. Puffer, Secretary- 
Treasurer, District Nine; Credit Bureau of Denver, 
Denver, Colorado. 


The Convention, I think, topped all and vou and the rest 
of vour staff and co-workers are due 1 lot of credit for such 
a fine convention.”—George C. Robinson, Secretary-Treasurer, 


Retail Merchants Association of Richmond, Richmond, Virgit 


ginia 


(To be continued next month.) 


CREDIT WORLD 19 


AUGUST 1956 








REDIT 


A Message of Appreciation 
EMINISCING upon events that took place during 
the week of June 17-23, 1956, will always linger 
spot for me. I refer to the Medical Pro 
fessional Group Sessions held at the 42nd Annual In 
ternational Consumer Credit Conference, St. Louis, 
Missouri. 

Besides meeting many nice people and making many 
new friends, it was a revelation to find that the same 
credit and collection problems we have in St. Louis are 
prevalent throughout the continent. 

Interesting and educational papers were presented and 
discussed, credit problems were brought out and “tricks” 
for collections eagerly devoured. ‘The problems will be 
avoided, if possible, and the ‘tricks’ will be tried. 

Disappointment might be shown at the too few hospital! 
and doctor personnel represented. When one thinks of 
the vast number of hospitals and doctors throughout the 
country it is readily apparent that a tremendous drive 
has to be made to bring about increased participation. 

A logical way to do this would be for the hospital 
and doctor representatives who are now members of our 
Association to work in closer cooperation with their 
credit bureaus. ‘These credit bureaus offer an outstand 
ing service that is badly needed by doctors and hospitals 
and there is no reason why they should not tell these 
people about such services. [I am sure our members 
can also do a good job in advertising bureau service. 
The goal for the 43rd Annual International Consumer 
Credit Conference, Miami Beach, June 16-20, 1957, 
should be 350 instead of the 50 in attendance at the 
Medical Professional Group Meetings in St. Louis. 

The objective of our group is proper admission and 
discharge of patients and that persons be admitted in 
this same way no matter where the hospital or doctor's 
office is located. 

The consensus of all in attendance was that our Group 
Meetings were successful. Why should they not be 
when we have the help of outstanding individuals such 
as Bill Bronson, Rochester, New York; Mary Cochran, 
Fort Worth, Texas; Frances Hernan, Boston, Massa 
chusetts; and Lilas Barker, Dallas, Texas, to name only 
i few. To all who presented papers; to those who 
ippeared on our panel; and to those who took part in 
our dramatic presentation, our sincere thanks.—Stephen 
F. ©’Connor, Chairman, Medical Professional Group 
St. Mary’s Hospital, East St. Louis, Illinois. 











X 
Next Annual Conference 


The 43rd Annual International Consumer Credit Con 
ference of the National Retail Credit Association, As 
sociated Credit Bureaus of America and the Credit 
Women’s Breakfast Clubs of North America, will be 
held at the Fountainebleau Hotel, Miami Beach, Florida, 


June 16, 17, 18, 19, and 20, 1957. 


Y 4 
90 CREDIT WORLD 


AUGUST 1956 








= FLASHES — 


“Too Few Retail Credit Sales Managers”’ 

‘| have before me the January Creprr Wor.p and | 
have just finished reading the current trend of credit 
thought on the most important credit problem for 1956 
Based on the thoughts expressed there are apparently too 
tew retail credit sales managers. 

“In checking the answers | am distressed to find that 
IS out of 23 credit managers have placed first on theit 
list their depressing and dreary warning of overextensior 
of credit and terms, while only one made a constructive 
statement of what we in the credit business should 
thinking about this year as credit sales executives, ‘| his 
is indeed a sad commentary on the leadership given these 
credit people by the credit associations and credit bureau 
who should be heading up training and propaganda ir 
their respective sections of the country. 

“Can it be that credit executives are letting themselves 
be haunted by the ghost ota long dead depression 4 
it be that vaunted progressiveness of the credi 
our economy is being blighted by reactionary 
that would seduce credit people into panic at the « 
i hat (or a point) ? 

“Have courage, countrymen Learn the facts and be 
comforted by them. Look to percentages and not dollars 
You do not spend or receive the same dollar you 

1945, so why are vou influenced by it ‘| out the 
facts about the percentage of annual income to outstand 
ing consumer credit balances in 1956, and follow the 
figure back to 1945. Look up the fivures on our present 
employment rate as against 1945, or any other year 
Check the amounts in savings accounts in the United 
States and be comforted. 

“There is only one thing anyone could be thinking of 
when he posts dire warnings on the extent of consumer 
credit and that is, another depression 
losses in that event by restricting credi 
omy is sound is like dying a little. Y« 
or you do not make the effort. 

“T would like to have seen every one of these credit 
sales manayers (and | am sure they are if they really 
think) make the statement that they are looking for ways 
to speed efficiency, cut costs and make it more convenient 
for the customer to use credit. I would also like to have 
had them say that whether a customer spends 10 per cent 
of his income on payments and 90 per cent in cash, or 
vice versa, is not really important, as long as he stays 
within 100 per cent. And what is really happening is 
just that; otherwise our collecton problems would be 
tremendous right now. If you remove that person s 
available income or any portion of it, his cash purchases 
ire just as restricted as his credit payments, so what do 
vou gain? 

“I would also have liked to have them say that they are 
going to do everything in their power to get more credit 
customers because credit customers are their custome 
whereas cash customers are anybody's customers. So 
don’t stand around with doleful predictions, go get 
‘em.” Ww. 1). Martin, Credit Sales VWanager Goldeen s 


San Jose, California. 








Retail Credit Week in New Orleans 


It was the aim of the Education Committee of th 
Retail Credit Association of New Orleans, New Orleans 
Louisiana, to bring our message to as many people as 
possible during National Retail Credit Week. ‘This, we 
feel, was accomplished through our organization's pro 
gram, which was as follows 

Proclamation by the Mayor. As in the past, we re- 
ceived full cooperation trom Mayor Morrison when he 
once again issued a proclamation proclaiming the weel 
of April 22-28, 1956, as National Retail Credit Week. A 
picture appeared in the New Orleans Item showing the 
presentation f ne proclamation to the president ind 
educational chairman of our association. The Ti 


Picayune and the Neu 


innouncing \l iVvor Morrison’s proclamation 


Orleans States also carried 


Radio {nnouncements. Radio stations in the area were 
most cooperative in hel; ing us bring our message 
people of Greater New Orleans Approximately LOO 
spot announcemen ‘re made by all the radio stations 
who participated during the week. 

Television. ‘Velevision station WDSU was very con 
siderate and gave us some attention during the “Our 
House” show, April 26 

Ne u spape y Adve rfisements 


ert Kottwitz Advertising 


William McHugh, Rob 
Company, irranged a schedule 
for advertisements to tie in with the Week. Five ads wer 
run; one on each day of the week in the New Orlean 
Item, Times Picayune, and New Orleans States. 
Editorial in “Rider's Digest.’ ‘Vhrough the efforts of 
the President of our Association, Alex Maier, we were 
successful in getting an editorial about our Retail Credit 
Week in the Rider Digest. 


and very ettective as the number of transients that use 


This Was something new 


the facilities of the New Orleans Public Service amount 
to thousands daily. 

Educational Film. ‘The educational film ‘““Good Things 
of Life on Credit,” purchased from the National Retail 
Credit Association, was shown to the Metairie Rotary 
Club, Exchange Club, Women’s Committee, and Mid 
City Kiwanis Club conjunction with the Week. 

{cknowledgment by Clergy. As in the past, we re 
ceived excellent support from different denominations of 
faith in New Orleans whose pastors brought to their 
congregations a message on credit during services on 
April 22. 


he program was most effective and we are confident 


Sunday 


that it reached practically all the people in Greater New 
Orleans. This would not have been successful if it were 
not for the work that was done by members of the Educa- 
tional Committee as well as the officers and directors of 
our association. \t present we are making plans for 
the next Nat onal Retail Credit Week, April 28 May + 
1957.—Walter Sarrat, Chairman, Educational Commit 


tee Retail Credit Association ot New Orleans. 








For Sale 


One Burroughs Sensi-matic Billing machine with type 





writer kevboard, type tour, series 400, five vears old, 


FAA .B., Detroit 
25 Parsons. Detroit 


excellent condition. Price $500.00 
Michigan. A. Vinci, Winkelman’s, 
1, Michigan 


Past-Due Account Plan 


vranters have long been concerned al 


» determine just when a past-due account <¢ 


class hed ‘ collection problen Every credit 


knows that no matter how d ligent he ma\ 


be a proportionate number o 


, 


iccounts ft 


prodding or nee ; Cl kind of collection 


] 
no] nt 
POLicy iccey 


reason or be« 
' . 
classined as one t 
+ } ¢ 
watched ially understands 
these cases 
contingency 
There 1 irti I | ft accounts that always 
however It is the 
nt } 


seems ne hin 


~ IS 


prompt-paying account now and then sl 


p 
90-day column. It has always been a profitable account 


Ihe customer must like the store, for he or she has been 


trading in it for a long time. You wonder why this one 

su ur delinquent list. You feel that your usual 

collec } yrocedure wil be ottensive You think to 
vou want to retain this customer's good 
you want your money 


; | > 
iny of the credit ureaus of Associated Credit Bu 


reaus of America, who have an ifhliated Collection Sers 
ice Division office, have found an answer to this problen 
tl Adjustment Board Pro 


gram These credit bureaus and Collection Service 


irough what is known as the 


Division offices who have installed the Adjustment Board 
Service as a department of their bureaus have a special 
copyrighted type of inoftensive collection letter which 
s sent to this kind of delinquent debtor, « inv other 


type of past-due account for that matter. In this letter 


other business and professional men also play a part. The 
undert iking Is a cooperative one. It is like “everyone in 
town” asking your debtor to pay you It makes it eas 
for you, as a credit granter, to have a nice “out.” You 
do not send the letter to the debtor The “Adjustment 
Board” sends it. 

After a specified time limit, your Collection Service 
Division office, or vour Credit Bureau phones vou to see 
what has happened. If there has been no response, a 
second special type of letter is sent, and another specified 
waiting period is allowed to elapse. At the end of this 
second period, if there has been no response, you know 
ind the Credit Bureau also knows that you do have a 
hen your C.S.D. office takes over the 


of follow-up and presses the de with all the 


problem account, 
skill at its command, to make recovery for you In most 
cases, where the account has not been neglected too long, 


} 


the final recovery is quite high and the per-dollar cost of 
collecting is substantially lowered. The bureau makes a 
nominal. charge for sending these special letters. 

The entire operation and all of the details of this 
‘Adjustment Board” plan were originated many years 
izo, by Verlin R. Shinn, of Verlin R. Shinn, Inc., Wood 
land Hills, California, the official public relations, credit 
Associated Credit Bureaus of 
The plan has been so effective and the returns 
have been so gratifving that ACBofA has urged addi 


tional offices to install the program as one of its services 


sales organization tor 


America 


to credit gvranters 
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IGNIFICANTLY, the topics engaging the principal 
S interest of the delegates to the 42nd Annual Inter 
national Consumer Credit Conference at St. Louis in 
June, 1956, were vital ones of credit sales promotion 
and public relations. 

To be sure, collection techniques and procedures came 
in tor ‘serious attention. This is as it should be. We 
will always have collection problems and we need to be 
everlastingly alert to better and more effective ways of 
vetting payment. Todav’s credit executive 1s expected 
to be able to collect bills, with minimum loss of customer 
good will. 

Other phases of the multiple-faceted job of retail 
credit administration were explored, with the result 
that delegates should have returned home with, at the 
very least, one new idea for streamlining operations, 
simplifying techniques, and, in general, doing the job 
faster, better, and more economically. 

However, over and above all these, important though 
they be, there was clearly evident the keenest interest in 
new methods of getting increased profitable business for 
the firm and of treating credit customers in such a 
manner as to forge the bonds of their friendship to the 
store with sturdy and enduring strength. 

This interest, noticed especially in the various group 
meetings I was privileged to attend, marks the continuing 
trend toward the promotional aspects of credit manage- 
ment as contrasted with the purely protectional. Today’s 
retail credit executive is assuming new stature as a sales- 
producer. Alert store and firm principals know that the 
credit department is potentially the most productive sales 
department in the entire organization and that the sales- 
minded credit executive can contribute enormously to the 
growth and success of the business. 

This promotional attitude manifests itself in many 
wavs. Willingness to try new methods; imagination in 
devising credit plans to suit the specific customer needs ; 
streamlining authorization and accounting procedures 
are some of the evidences. Efforts toward improvement 
of business communications with customers and pro 
spective customers also reveal the attitude of mind of the 
credit executive. When a credit manager says, as one 
did to me, that his form letters and communications in 
general were in no need of critical review—that, in 
other words, they were about perfect—there is evidence 
of a closed mind. We are learning new things every 
day about word motivation and how people can be 
swayed by the way we say it. No one of us can afford 
to be smugly complacent about our ability to communi 


cate successfully too much is happening in this field 
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tor any ot us to take a “know-it-all attitude, 

Those alert retail credit executives who ittended the 
of. Louis Conference learned many things. I hose who 
were not so fortunate as to be able to ittend missed 
something essential to their protessional education. We 
hope that they will be encouraged to make every eftort to 
attend these educational events in future vears. 

What all of us should do is to re evaluate our methods 
and procedures, letters and forms. notices and bulletins 
and, indeed, all ways in which we communicate with 
others. We should encourage forward looking thinking 
on.the part of those who work with us. Instead of “It’s 
always been done this way,” urge them to say. “In what 
better way can this be done? We should examine with 
critical eyes all that goes on in the credit office. Will 
this or that procedure or communication make friends or 
enemies ¢ 

Credit is an important part of this competitive and 
complex credit economy. Those responsible for its ad 
ministration face both challenges and opportunities. | 
am sure that those who came to St. Louis in June have 
a much clearer comprehension of them and see now 
avenues through which challenges can become oppor 


tunities. 


This Month’s Illustrations _——> 


All our letter illustrations this month are of the form 
variety. You will agree that in each case considerable 
thought has been given to the wording. preparation, lay 
out and appropriateness. Limitations of space permit 
only brief comment on each letter. 

Illustration No. 1. This excellent and timels 
good will-building letter is processed on a most colorful 
and appropriate letterhead. It was used last vear by 
Monnig’s, Fort Worth, ‘Texas, a store tamed for out 
standing customer communications. 

Illustration No. 2. Here is acknowledgment of 
mail order used by Montgomery Ward Company. The 
entire letter is printed, including facsimile signature, on 
white paper. The impression given is of reliability 

Illustration No. 3. ‘The reason for this letter is 
explained in the copy. This is an example of excellent 
public relations procedure. 

Illustration No. 4.) Another outstanding good will. 
building letter. This is a processed letter, including 
signature, with excellent fill-in of customer’s name. 

We would like to have the comments of our members 
Also, we heartily welcome copies of letters and torms for 
possible reproduction on this page. Cooperation in 
making this feature of continued interest and helpfulness 


will be greatly appreciated. 
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Instalment Credit Extended and Repaid 


Estimates of short- and intermediate-term credit, in millions of dollars 


Total Automobile Other consumer Repa 
month scones paper goods paper moderni 
Extended tepaid Ioxtended Rep Ioxtence 





we 


SEASONALLY ADJUSTED* 
1955 Apr 
May 
June 
July 
Aug 
Sept 
Oct 
Nov 
Dex 
Jan I - 
Feb ‘ R45 
Mar 2 2,790 2 ; 
, 7 l 124 


Apr 2 ORT 1.35 1 849 








re based on information from accounting 


*Includes adjustment for differences in trading days repaid a 

NOTE Back figures by months for the period 1940-52 )- outlets and financial institutions and include all charges i 
gether with a discussion of the composition and 1aracteristics under the instalment contract Renewals and refinan 
of the data and a description of the methods use loans, repurcl resales of instalment pap and 
estimates, are shown in the BULLETIN for January other transactions may increase the amount o th er 
Monthly figures for 1953 are shown in the BULLETIN for Novem tended and without adding to the 
ber 1954, p. 1212 Estimates of instalment credit extended and outstanding 


Consumer Credit, by Major Parts 


Estimated amounts of short- and intermediate-term credit outstanding, in millions of 


Instalment credit Noninstalment 

Other Repair Single 

onsumer ind mod-! Personal T 

goods ernization loans 
loans 


Auto 
mobile 
paper! 





1 095 
l 





72 
35,536 565 5.137 5 5.66 


35,962 











4 
4 
4 
4 
14 
4 
4 


1 706 5760 
"Represents all consumer instalment credit extended for the OTE Monthly figures for the period December 1939 thro 

purpose of purchasing automobiles and other consumer goods 951 and a general description of the series shown on 

and secured by the items purchased, whether held by retail out 336-354 of the BULLETIN for April 1953 Revised m« 

lets or financial institutions. Includes credit on purchases by figures are shown in later BULLETINS: 1952, November 1953, 

individuals of automobiles or other consumer goods that may 1214; 1953, November 1954, p. 1212 A detailed description of 

be used in part for business the methods used to derive the estimate iv be obtained fron 
*Represents repair and modernization loans held by financia Division of Research and Statistics 

institutions holdings of retail outlets are included in other 


consumer goods paper 
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DISTRICT (Open Accounts) (Installment Accounts) STORES STORES 
and 1956 1955 1956 1955 1956 1955 1956 955 
CITIES AV | HI |Lo AV | HI | Lo AV | HI | Lo AV | HI | LO | AV | HI | LO | AV | HI LO AV | HI | LO | AV | HI | LO 
Boston. Mass 46 9 |587 (396 )47 2/52 2/42 07150 |243) 81 1175 |340/82 
Portland Me 
| Providence. R I 46 81476 /|460/47 8 |48 2\440 
Springfield Mass 62 6/65 6/59 71610 /62 6/5941269/ 277/261 1432 330/312 024 653 Ice 4/76 
Worcester Mass 495 13 540 560/520 
2 New York N Y 46 4/575)3 46 1'579/385113 8/16 6 10 0114 4/21 6110 7143 71450 14231439 1476 (39 11494150 51482148 014931468 
Birmingham Ala 39 514471343 40 2 445'360 463 482)' 438 
New Orleans La 
Cincinnati Ohio 49 3/59 8 \265/538 61 2\272115 3 4 24155)183)109 
Cleveland. Ohio 52.9/592/4801/509 587'478716 11199 11261183 (224/134 41 6/54 2)30 34654 |843 465/733 |995\47) 
Louisville Ky 52 1|570/47 2154 2 |56 6/51 87160 172 11484196 (200/19 2444 2/451 (4301 476/48 8 4681544 575151 3155 5/58 2/528 
5 Milwaukee Wis 57 8160 2/444/585 613/52 5116 167 /}1551164/169/)159 533 597\ 469153 4/670 /420156 0/63 0/455 
Toledo. Ohio 510/51 7\283 17 2\220\)132 549 /597/502 420 
Youngstown. Ohio 
Ottawa Ont — _ . —_ _ - _ - - _ = - 2 - _ 
6 Minneapolis. Minn 57 2°| 620/52 9}59 8 164 1/576 $146 [153/13 9114 4 14 2/14 3 467° | 539°\395°1467°|573°|360°1427° 44 4° 404°) 438° 462°409° 
, Kansas City. Mo 519/609 |458154 5/580 4871154 |240'67 § 51210) 62 $58 4 |624/560/58 8 | 62 6582 
St Louis. Mo 56 5/60 | /559}56 2/57 1 154 1918 6 |225) 164/202 \209/177 1493 (576 |41 0/46 3/54 7/380 143214591404) 490 (51 8/46 | 
Dallas Texas 435/438 (4321519 (579 |4599130/161/)100]13 65|\98 
8 Ft Worth Texas 500 60 || 486/539 592/5319135/18 2)114113 2 |156)12 21493 |555\476]517 15241475 
Houston Texas 
Denver Colo 476 |505/411 165 /291)152 458 505/411 458/|505/\411 
Salt Lake City. Utah 550 /562/50 3)58 2/636 (5474177 1199 [1361199 2681155 4551490 420/47 4 | 48 | 467 
\0Spokane Wash 590 130 674 
Los Angeles. Calif 60 8 63 3\445]60 2'67 3 489 486/771 '434]511 |760 |438 
Oakland Calif 60 0 668 (586162 8644 $7 77161 | 2051141114 8/21 3/13 34570 163 8/50 3163 3 1700 (565 475 485 
|!Santa Barbara. Calif 
San Francisco. Calif - - 
San Jose. Calif 60 8 166 9/54 7/58 0/682)51| 20 6 18 1/189 }173 - 53 8|580/497 53 8/58 0/497 
Baltimore Md 51.7|55 1) 465150 8/54 5/48.39160 207/11 71170 |22 3/13 0}406/ 4! 0/402]389 | 419/34 41.458/58 6/330] 43 2/487 1378 
Philadelphia Pa _ — 1412/420/375] — | — — HOM 79; — — 1418/525)314] — 7 7 ‘ — 
Washington. DC _ — 464|505|442] — iSSiI7B13 1 on 
LA 24. 
@ Figures for May Includes 30—60—90-day accounts 


Consumer Credit for May 


CONSUMER INSTALMENT credit outstanding increased 
$331 million during May to an estimated $28,591 million at the 
month-end. Increases in May of 1955 and 1954 were $636 
million and $61 million, respectively. The rise in total outstand- 
ing credit reflected increases in each major type of instalment 
credit. The principal element was an increase of $170 million 
in automobile paper, which was largely seasonal in nature. 
Total short- and intermediate-term consumer credit outstand- 
ing amounted to an estimated $36,574 million at the end of 
May, $612 million above a month ago and $5,006 million 
above a year earlier. Instalment credit extended, seasonally 
adjusted, declined $176 million from April's volume to $3,051 
million in May, reflecting declines in each major type. Credit 
extens.vns, however, continued to exceed repayments and out- 
standing instalment credit rose $147 million on a seasonally 
adjusted basis. This increase in the amount outstanding was 
less than the seasonally adjusted increase in preceding months 


of this year and substantially below the average monthly 
increase in 1955.—Federal Reserve Board. 


Department Store Credit for May 


INSTALMENT ACCOUNTS outstanding at department 
stores were unchanged during May, but at the end of the 
month were 19 per cent above a year earlier. Collections 
amounted to an estimated 15 per cent of first-of-month re- 
ceivables, the same collection ratio as the preceding month 
and a year ago. Charge accounts increased seasonally during 
May, and at the end of the month were 2 per cent above the 
April level. Compared with a year ago, balances were up 
6 per cent. The May charge account collection ratio, esti- 
mated at 46 per cent, was 3 points above the April ratio and 
1 point above a year ago. Sales of all types increased from 
April to May—cash and charge-account sales by 14 per cent 
and instalment sales by 11 per cent. Compared with May of 
last year, cash and charge-account sales were up 6 per cent, 
and instalment sales were up 20 per cent.—Federal Reserve 


Board. 
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What a Credit Sales Promotion Policy Should Include 


N A PREVIOUS article in this series on credit sales 
I promotion the assertion was made that there is a 
definite necessity for some degree of credit sales pro- 
motion on the part of the modern retail credit executive. 
It was pointed out that it is not enough today for the 
credit executive to be only a good credit manager. He 
must be a credit sales manager. He must produce sales 
as well as service them. 

Instead of credit sales promotion being something to 
be done when one is “caught up” on other work, it 
should be regarded as an important, if not the most 
important, area of successful credit management. This 
means shedding some of the less important details of his 
work. 

Actually, credit sales promotion offers the vreatest 
challenge and the most rewarding opportunities to those 
By developing his skills 


in attracting new profitable credit business, the credit 


engaged in retail credit work. 


sales manager justifies his right to be regarded as a sales- 
producing executive. 


Specific Credit Sales Promotion Policy 


The subject of credit sales promotion, therefore, de 
serves the close attention of executive credit personnel. 

Now we come to the consideration of what a credit 
sales promotion policy should include. First, let us say 
that every merchant, large or small, and ot whatever 
nature, if doing a credit business, should have a specific 
credit sales promotion policy. That policy should be as 
carefully thought out as are the merchandising and pub- 
licity policies of the store. It should be based on and 
geared to the general objectives of the firm. It should be 
prepared by the store principal and the person in charge 
of the credit department. The policy should state the 
firm’s credit sales goals for the succeeding six months or 
one year and the methods to be employed to reach that 
objective. The policy should then be placed in writing 
and initialed by the store principal and the credit execu 
tive. Finally, the policy should be made known to all 
in the credit department and to the heads of all other 
departments. 

We cannot overemphasize the necessity of having such 
a credit sales promotion policy. It means the difference 
between aimless and costly “drifting” and a steady, pur 
poseful march to a specific goal. 

It is entirely likely that many “smaller” merchants 
especially will be inclined to think that there is no need 
for them to have a policy. To them the word policy 

“Tt is all right for the 
‘big’ store to have a policy—we are just little fellows 


might sound somewhat lofty. 


and do not need any such elaborate policy,” they might 
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be inclined to say. The small merchant particularly 
needs and should have a policy. In fact, he should 
either get into credit wholeheartedly or stay on a cash 
basis. One of the principal causes of small business 
failure is lack of sound credit and collection operation. 
Credit can be a source of trouble unless handled intelli 
gently by both the granter and the user. Many small 
merchants “dabble” in credit and almost unknowingly 
drift into a sizeable credit business. “Then, they begin 
a few scattered, unplanned campaigns to get more credit 
business and end up by spending more money than they 
should and spending that unproductively. Because of the 
cost of these sporadic campaigns and lack of clear results 
they become discouraged and cease all ettort 

We hope that enough has been said to establish the 
need for serious thinking on this matter of a credit 
promotion policy. Now, let us see what is 
in deciding the policy. 

The first consideration is whether to have 
or an active credit sales promotion policy. It might well 
be that a given store is quite content with the normal, 
almost automatic, flow of new credit business tl comes 
trom store prestige, word of mouth idve rtisiny and 
everyday store trafhe. However, even such stores will 


occasionally find necessity for increasing it sales by 


some positive approach. We shall assume for our purpose 
that the store is credit sales promotion 


agyressivel\ 


concerned with increasing 


Varieties of Credit Service 


The policy should describe the kinds of c¢1 be 


ottered and promoted by the store. There ire veral 


varieties of credit services, just as there are many kinds 
of merchandise. ‘The successful merchandiser selects 
from the vast assortment available to him in the market 
those lines of goods he thinks will meet the needs of the 
majority of his customers. So with credit. The alert 
and imaginative credit executive will try to discover by 
all means possible which kinds of credit will best fill the 
needs of his customers. Credit must be merchandised 
as we merchandise other phases of operating a Dusiness. 

The traditional monthly charge account, of course, 
is standard. This type of account carries no service 
charge and is regarded primarily as a customer service. 
Occasionally, and for special items, the monthly charge 
account can be extended by arrangement to 90 days, 
with one-third being payable each month, still with no 
service charge. Some stores successfully promote the 
thirty-. sixty ninetv-davy charge account as a regular 
procedure for all customers. 


In recent years, the extension of the instalment pay 


4 





ment principle for the vurchase of soft voods 


1 
t 
developed enormousl\ This type ot iccount Ss Dased 


on regular set monthly payments while purchases may 
; 

be made at any time up to the credit limit which is 
usually fixed at from six to twelve times the monthly 


payment ‘The ervice charge Is isually one per cent 
of the end-of-the-month balance. The specific term 
Permanent Budget Plan Account, is copyrighted but any 
store can easily invent a distinctive name for 

type of revolving credit account. Those stores 

have not vet investigated the substantial credit 
promotion possibilities nherent in the revolving 


rht find such to be a most 


iccounts mig 
vice to initiate. 
America is becoming definitely  instalment-minded 
Several times the amount of credit outstanding extended 
on the monthly charge account is owing on the various 
forms of instalment accounts. This indicates the degree 
to which the American people are becoming accustomed 
to “buying on time.” 

For “hard” goods there are various forms of con 
venient payment arrangements with or without i Con 
ditional Sales Contract or Chattel Mortgage Agreement. 
Here again the policy should determine the procedure to 
be followed 

Still another type of credit service makes use 
coupons or scrip. Generally speaking, these are 
‘marginal’ risks which need specific and definite cre 
control. “They have a definite place in the credit str 
ure. 

Later articles will describe more in detail each k 
of credit service. Sufficient now to say that the cred 
sales promotion policy should set forth the kinds 
accounts to be oftered and the goal number of accounts 
and dollar sales desired in each category. The policy 
should also state the desired ratio of credit sales in each 
category and the ratio of total credit sales to total store 
sales. 

Of course, decisions on these points will obviously 
depend on the capitalization of the firm—how much can 
the firm afford to carry in accounts receivable? Also 


What credit plans do 


other stores in the community offer? Certainly. the 


they will depend on competition. 


merchandising objectives and the financial responsibilities 
of the store’s clientele will influence credit sales pro 
motion policy. Finally, the over-all objectives of the firn 
will be a factor. Is the firm eager for rapid growth or 


2 


content with modest growth 

It should be pointed out here that there is no set 
formula to follow in setting up a credit sales promotion 
program. ‘The policy should be the best for the particu 
lar store under that store’s particular condition It 


should be 


in this series of articles is to point out the bask principles 


“tailormade” for that store. All we can do 


common to all credit sales promotion programs with the 
purpose of guiding the development of a policy adjusted 


to a given store’s own special needs. We should add 





To do more business profitably, and to help 
locate “lost customers,” always take a com-. 
plete credit application from all new accounts 
and check these through your Credit Bureau. 








policy should 


set periods. changed or modifi 
current economic nditions so require The ere 
promoti 

it the same time | 
tives of the firn 


The policy should 


oO be aimed 


obec 


Is nonetheless tri 
fairly accurately 
iches to any 

to consider 


1 
most lik el 


ustomer satisfaction 

When that has been established the cred 
be shaped accordingly. Of the several po 
] 


ind collection policies, let us mention these 


credit policyv—that is a generous attitude ir 
credit requirements together with a “strong” collecti 
procedure an extremels “1¢ l - BI in accel 
credit applications, and a “‘generous” collection fol 
a liberal credit policy and a similar collection poli 
as to credit applications and vigorous and 
relenting in collection procedures. Generally speak 
the policy we recommend for the average store woul 
A liberal attitude on credit 


ind a_ well-defined 


the first named: 
insistent and persistent colle 
follow-up. However, here again the policy should be 


what is best for the particular store. 


Credit Policy Should Include Service Charges 


The policy should set forth the imount of service 
charge which should be sufficient to cover the cost o 
extending long-term credit. In general, the 
should pre-decide as many matters as possible. 

We recommend that a separate budget be provided 
credit sales promotion. This amount should not 
included in the normal credit office expense. The budge 
should allow specific sums to be spent for securing new 


iccounts and state the methods wl 


ereby this is to be 
done; also, the amount to be spent for reactivation of in 
ictive account procedures and the methods to be followed 
in this. Careful planning and preparation produce best 
results 
The final point we want to make in this 

that successful credit sales promotion should be 
finuous proposition. The secret of successful merchan 
dising, as every retailer knows, is to ofter the right 
merchandise at the right price at the right time Thus, 
merchandise promotions are timed to coincide with 
easonal demand for goods. ‘These peaks of demand 


Merchandise is bought 


displayed, and advertised according to the seasor Credit 


follow a well-defined pattern 
sales promotion programs, too will be intensified 
certain seasons of the year. Particularly will this be 
true of inactive-account stimulation, as we shall point 
out in a succeeding article. However, for credit sales 
promotion in gener il there seems to be no ~ best , season, 
Efforts to get new credit customers should proceed 
steadily and consistently. Only in that way can maxi 
mum benefits accrue. 

In the next article in thi ‘ries we shall discuss 
Sources of New Accounts.” 
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The Application of Customer Relations 


C. R. HANNAN, Divisional Credit Manager, Supertest Petroleum Corporation, Limited 
Hamilton, Ontario, Canada 


 @ YU MUST hear many stories why accounts cannot 
be met. Mrs. Jones is in the hospital; her daughter 
had some teeth knocked out; Mr. Jones has lost his job; 
the family car had to be repaired; and so on. You are 
led to believe that so many people are hard up that the 
economy as a whole is suffering. We know this is not 
so. Economically 1955 was a boom year and, if we can 
believe the experts, 1956 will be at least just as good. 

In fact, the growth prospects of the next ten vears 
should be of special significance to the credit man or 
woman. You will be playing an increasingly important 
role and you will be involved in the marketing of an 
ever expanding volume of products with increasing unit 
value. Competitive conditions indicate greater use of 
credit. The ability of a company to compete success 
fully for its share of this growing market will depend 
to a considerable degree upon the timely activities and 
judgment of its credit people. 

Credit people as a group, and, I am afraid, some 
singularly as well, have a reputation among the general 
public of being hardhearted old ogres, who know how 
to extract the last penny trom a customer. Cartoonists 
always carry this to the extreme and all of us have 
laughed many times over the. situations depicted by 
Jimmy Hatlo in his cartoons “They'll Do It Every 
Time.” Of course, we know we are not really like 
this but it is up to us to show our customers that we 


are a pretty decent bunch after all. 


Role of Credit Sales Manager 
Many firms have taken the first step to help us out in 
this respect. They have eliminated the credit manager 
and the credit department and have instituted in its place 
the credit sales manager and the credit sales department. 
Whether or not your company uses these latter terms 
vou should remember that you are just as imporant a 
member of the sales team as, if not more so than, any 
salesman on the staff. 
As credit sales people there are many direct ways vou 


personally can increase sales: 


First: Many of you have revolving credit plans. It 
is easy to suggest to your customer that his balance is 
only $40.00 and that he is entitled to purchase extra 
articles up to his $100.00 limit. This can be done 
personally when the customer comes in to make his pay 
ment, or by the mailing of a simple card when the pay 
ment is received by mail. 

Second 


revolving credit plan but where the amount owing is 


The same principle applies where there is no 


less than the prearranged credit limit and the customer 
is always prompt pay. 
Third: A period “thank vou” letter to those good 
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paying accounts we are inclined to overlook because we 
never have any trouble with them. his can be con 
bined nicely with a “special” sale item message 

Fourth: Your personal attitude in writing collectior 


letters and making collection telephone calls. 


y ou cannot 


certainly man\ 


There is a strange thing about temper. 
‘| here 


occasions when we feel like “telling 


get rid of it by losing it. 
customer oft 
or “climbing down the phone at him,” but in the long 
run this gains nothing. You must remember that col 
lection letters are really sales letters—vyou are trying to 
sell the customer the idea of paving his account. Even 
i letter which threatens legal action should be so worded 
is to give the customer an alternative so that he mav 
save face.” 

| think you will all ayree that collection letters are 
sales letters. In this respect it brings to my mind the 
word Ajid-a, or the letters \ I 1) \ They used 


to teach us In salesmanship school that if we remembered 


this and how to use the principles involved we could 


not only present a convincing sales talk but also write 
A” 1s tor attention; l”’ for 


nterest;: — ID” for desire: and “A” for action 


a convincing sales letter. 


If your collection letters can command ittentior 
arouse interest produce desire and iction, Vvour past due 
iccounts will be fewer The field of lection lette1 
writing is certainly extensive. It is dificult not to mer 


tion these letters when talking to cred people but 


, 
to the customer relations ingle or 


Dro ider plane 


Importance of Credit Department 


John L. Dupree, a member of the public relations firn 
of Ivey Lee & J. T. Rawson, New York, indicated the 
importance of the credit departmer t ta good public re 


lations when he said 


I know of no department in the company that has 
a ygreater public relations potential than the credit de 
partment. I think your opportunities for building good 
will for your companies even exceed those the 
marketers. 

‘You meet with, write to, and hold telephone con 
versations with literally thousands of people in all walks 
oft life every day. At many times your dealings with 
them are of a most intimate nature, for you are dealing 
with the most sensitive part of their anatomy—at what 
| call the pocketbook nerve. At other times you are 
first to receive complaints about products and _ services. 
How these matters are handled, the care and attention 
given to them, the sympathy and understanding that you 


Dring to the human problems your customers face, can 





] 


do more than all the words printed or spoken to make 
a triend tor your company.” 

Mr. Dupree aptly points out that the responsibilities 
charged to us are great. How well are we performing 
our duties? What can we do within our own company 
to accomplish this task better? The one major problem 
that all credit people face in dealing with customer re 
lations activities is the lack of time, as all of it is usually 
required to handle the routine duties of extension of 
credit and collection of receivables. 

The trend toward greater use of credit facilities during 
the past few years has been apparent in all lines of 
business. ‘Time limitations have caused many of out 
credit granting and collection activities to be done on 
an automatic basis. First impressions are lasting and 
our prospective customer's first impression of the service 
our company ofters him credit-wise comes from the speed 
and courtesy shown in handling his application. It is 
not uncommon for the customer to apply to several 
companies when he desires credit privileges as our po 
tential customer has the opportunity to compare, and the 
company that best serves him on this first opportunity 
usually retains the business. 

You are faced with a difficult problem in handling 
new account applications. Most of your customers are 
unfamiliar with business in general and credit bureaus 
in particular and they place responsibility for any delay 
however reasonable, upon the individual credit depart 
ment and the individual credit employee. Many oppor 
tunities are open to you within: and without your own 
department through methods-studies, time-studies, a_ re 
view of your procedures and so on, to improve the 
" ethods presently In use, Y ou and your office co workers 
ire important cogs in the sales team and not merely 
clerical workers. 

If we are to pertorm properly one of the major 
functions charged to us, that of prevention of abnormal 
loss, we cannot always make credit privileges available 
to every applicant. It is in the handling of declined 
ipplications, an extremely delicate situation at best, that 
i credit man or woman faces the need for the use of 
utmost finesse and tact, for he or she is expected to 
retain that applicant's good will, despite the necessity 


of refusing the applicant’s request. 


Standard Letter of Refusal 

In our company we feel it best to face the problem 
squarely and notify the applicant by a standard letter 
of refusal, and to solicit his cash business at the same 
time. In many cases the information available or the 
information received does not cover all the facts, and 
we like to leave the door open tor him to come back 
and give us additional information which would allow 
us to open the account. There are many pros and cons 
to any procedure which would encourage the rejected 
applicant to telephone or visit the office. 

Certainly the rejected applicant, without knowing the 
reason, is concerned. Many who must of necessity be 
declined credit privileges may well have other credit 
accounts. Your management determines, in light of your 
own recommendations usually, your standard of accept 
ance, and you must abide by the standards. We all 
know that a clear understanding preserves friendship. 
Certainly an explanation of the reasons for rejection, 


however. v: a straightforward approach may 
well result in greater respect for your company, if you 
sell the customer, not This is your real opportunity 
to display talent; the opportunity to sell yourself and 
your company, to offer counsel to the customer, to assist 
in rehabilitating some accounts, and to prove your right 
to a high place in your sales organization. 

Along these same lines let us discuss for a moment 
collection techniques. Your collection approach judg 
ment will determine the best method of contacting a 
customer, whether it be by letter, telephone, or in person. 
You have two objectives, and they may appear con 


flicting: first, to collect the money; second, and this 
cannot be lost sight of, to retain the customer's good 
will, so that future sales will not be jeopardized. “Too 
much emphasis on the first objective can result in losing 
sight of the second and will cause a rapid depletion in 
the number of your customers. 

Individual handling is costly and more 
duction-line methods must be utilized 
stages of delinquency The best handling, of course, 
dictates a careful appraisal of the background of each 
account, a study of the reason for delinquency, and 
collection ettort modified according to the circumstances 
peculiar to the account. 


' 


Importance of Writing Good Letters 
The mark of the experienced credit person lies in his 
ibility to single out those accounts which require special 


ittention. J. Gordon Dakins, writing the Retail Credit 


VWanual, said. “All too often the customer is handled 


either in a completely mechanical manner, or even re 
garded as an annoying interruption of routine duties.” 

Perhaps the most important means of contact is by 
means of a letter and one of your most important 
abilities is to write good business letters. Again, without 
going into this subject too deeply, it always seems a 
good idea to have prepared a group of stock letters which 

used successively with past due accounts. L de 
not mean that these should be mimeographed since | 
believe this destroys the personal touch. ‘They should 
merely be sample letters from which individual letters 
can be typed. Stock letters always seem a good idea 
since more time is spent in composing these letters than 
can possibly be spent in composing and dictating ind 
vidual letters. 

The second most important means of communication 
with our customers is the telephone. The importance 
of good telephone manners cannot be overstressed, for 
a telephone conversation is personal almost as personal 
as a face-to-face, across-the-desk interview. When the 
“Credit De 


partment, Smith speaking,” to let the customer know he 


telephone rings, answer it quickly and say, 


has reached the right department and the right indi 


> 


vidual and does not have to ask “Well, who's this 

The least practiced means of communication is a 
personal interview in the office. Here the credit man 
or woman is called upon to exhibit all those qualities 
and skills which are necessary in the other means of 
contact. He must be tactful, must be able to present 
his story so that the customer will understand, must have 
an understanding of human nature, and must exhibit the 
traits of a salesman. In addition he must bring to the 


front other characteristics He must have not only an 
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“Credit Controls” 


(Beginning on page 4.) 


is: Yes—at least we did so in 1955 and we are probably 
doing so presently. I believe, however, that I have made 
it clear that I am not in sympathy with this answer. It 
is for the reason that it is coming that I have taken vour 
time to discuss it. I do so because | think that vou 
should begin to consider the meaning of consumer credit 
controls tor your own business. If they are adopted, it 
will add a new dimension to your work. Indeed, it may 
make your work a little harder because people may con 
clude that if the regulations say it is safe to lend a 
tain amount of money, that will have a tendency 

come the standard. In order to protect yourself and the 
company for which you work, you will be compelled to 
become even more critical and careful in your examina 
tion of the outstanding volume of consumer credit. 

I have suggested that we avoid consumer credit con 
trols, but nowhere today have I mentioned how we can 
do so effectively. Cur best chance to avoid them is to 
have lender and seller alike do a much better job than 
we are doing today in the extension of consumer credit. 
All sellers, including you here today, should sell mer 
chandise—not credit. Frankly, I think we did a miser 
able job in 1955 by abusing the use of consumer credit 
to create a demand for more goods than we could absorb, 
and in some instances more than we could produce. 
Putting it another way, we definitely borrowed from 
our 1956 sales volume. At least, if sellers and lenders 
do a better job they can go a long wav toward easing 
the demand of a non-monetary nature for consumer credit 
controls. This is our job. It can be done, and I hope it 
will be done. wk 





even disposition, but a pleasing personality which puts 
the cutomer at ease. Here, as in all other contacts with 
the customer, he must be sympathetic, understanding 
a builder of better relations with the customer, and 
must give the customer the assurance that one of his 
prime aims is to assist in building better and stronger 
customers. 

The credit department is a vital and necessary partner 
in the modern sales organization. As members of market- 
ing organizations we are all obligated to participate in 
the common objective of increasing sales for our 
companies. While others may be charged with this 
responsibility, we are not excluded, nor are we relieved 
ot the responsibility ot making Sugvestions that come to 
our attention. 


The opportunities of exploiting the full sales potential 
of a great many accounts exist, but many of these 
opportunities go untapped, unless we look beyond the 
actual request of the customer and make the special 
effort where it may pay off. The facts in each case 
should be weighed and sifted to recognize those accounts 
where a special effort is warranted. 


After all, what is a customer ? 


A customer is the most important person ever in your 
place of business—in person, or by mail, or on the tele- 
phone. 
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A customer is not dependent on you 


ent on him. 


A customer is not an interruption of your work, he 
is the purpose of it. You are not doing him a favour by 
serving him, he is doing you a favour by giving vou the 
opportunity to do SO, 

\ customer is not an outsider to 
oT if. 

A customer is not a cold st: 
blood human being with feelings and emotions 


and prejudices like your own. 


\ customer is not someone to argue or match wi 


with—nobody ever won an argument with a customer. 
A customer is a person who brings you his wants 
is your job to handle them profitably to him and 


\ oursely es, 
Relations With Customers 


Everything you do in a business day has a direct 
bearing on your relations with your customers. ‘The 
most important ingredient in an effective customer re 
lations programme is a well-trained, customer-conscious 
credit man or woman. ‘The manner in which you 
apply the procedures and policies to the individual ac 
count in many cases ts tar more important than the 
policy or procedure itself. Some of you are no doubt 
graduates of the Canadian Credit Institute courses, while 
probably many others of you are now taking these 
courses. Of course, there is no substitute for experience, 
but experience alone without adequate theoretical train 
ing is hardly sufficient. The Canadian Credit Institute 
courses provide a good grounding in the various subjects 
in which credit people should be well versed. I cannot 
speak too highly of the value of these courses. If these 
are unfamiliar to you, I would suggest that vou obtain 
the necessary information, perhaps through the manager 
of your credit bureau, who I am sure would be only 
too glad tO pass along the rates and what textbooks 


are necessary, etc. 
Customer Is Always Right 


So much of our time is taken up with trying to collect 
accounts from people who have overextended their 
ability to pay, ie., by contracting to pay out monthly 
every last penny and more than they can afford, that 
I thought you would be interested in knowing this: 
According to the Wall Street Journal there is no Dutch 
man alive, in The Netherlands anyway, who is more 
than $520.00 in hock on his instalment purchases. ‘The 
law forbids it. Specifically it states that no Dutchman 
may sign away more than 25 per cent of his annual 
income in instalment contracts, and never, regardless 
of his income, more than 2,000 guilders ($520.00). To 
make sure he does not, instalment credit is provided by 
the Peoples’ Credit Banks only for residents in their 
own areas. Collecting instalment payments must be a 
cinch. 

The application of customer relations by credit people 
really constitutes an extensive study in psychology and 
if I can leave one thought with you perhaps it should 


ve this: You have heard it said many times that in 


r 
business vou should remember that the customer is always 


right. Deep inside us we know the customer is often 
wrong but it does us more harm than good to tell 
him so. ik 








tems 
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Congress Takes a Look at Skip Tracing 
Methods Which Use “Federal’’ Names or Em- 
blems.— The Federal Trade Commission has long 
condemned deception in “skip tracing’ or collection 
methods. In recent years a number of orders were 
issued where the use of names, coupled with a Washing 
ton address and other insignia and emblems, suggested 
that an agency or department of the Federal Govern 
ment was involved. But these cease and desist orders 
have lacked teeth. ‘This situation was called to the 
attention of the Congress by Senator Langer (R. N.D 
by his bill S. 2017 to amend title 18 of the United States 
Code (Criminal Code) so as to prohibit the misuse b 
collecting or private detective agencies of names, em 
blems, and insignia to indicate a federal agency or in 
strumentality. A subcommittee of the Senate Judiciary 


Committee on June 25, 1956, reported favorably in the 


following language, after committee amendment: 


Whoever, being engaged in the business of collecting or 
aiding in the collection of private debts or obligations, or being 
engaged in furnishing private police, investigation or other 
private detective services, uses as part of the firm name of 
such business, or employs in any communication, correspond 
ence, notice, advertisement, or circular the words “national,” 
“Federal or “United States,” the initials “U.S..” or any em 
lem, insignia, or name, for the purpose of conveying and in a 
manner reasonably calculated to convey the false impression 
that such business isa department agency bureau, or instru 
mentality of the United States or in any manner represents the 
United States, shall be fined not more than $10,000 and im 
prisoned not more than ten vears, or both 

As the bill must now go before the full Senate, to be 
followed by favorable House action, it is doubtful that it 
will become law before the end of the present session 
ot the 84th Congress. However, the chances for ulti- 
mate passage of the measure seem good, and if and when 
that occurs, would seem to put an end to a most serious 
} 


abduse, 


4 ”” 

Recent Laws on “Debt Pooling’ or “Debt 
Adjusting”—The Legislature of Virginia in its 1956 
session passed a law (new Section 55-167.1, Code of 
Virginia) which declares that “debt pooling” is the prac 
tice of law. The full text of the short section reads as 
follows: 

Ihe furnishing of advice or services for compensation to 
a debtor in connection with a debt pooling plan pursuant to 
which the debtor deposits funds for the purpose of distributing 
them among his creditors shall be deemed to be the practice 
of law. Any person who furnishes or offers to furnish such 
advice or services shall be guilty of a misdemeanor; provided, 
however, that the foregoing shall not apply to a member of 
the Virginia State Bar when such services are furnished pur 
suant to the practice of law 


Massachusetts in 1955 passed a similar provision desig 


nating “debt pooling” as the practice of law. In addition 
to a criminal sanction of $500 fine and imprisonment 
for not more than six months, or both, the Massachusetts 
Act authorized filing of a “petition of any bar association 


Counsel, National Retail Credit Association, Washington, D 


WETS 6s 

within the commonwealth or three more members 

of the bar of the commonwealth ittorney 

general, or of the district attorney withir 

to restrain violation of the section 
The State of Georgia ir 

i law making it unlawful for 

in the business of “debt adjusti 

debt adjusting as follows: 

mean doing business in debt 

ing, debt management, « 

oneself out, by words of import, as providing 

services to debtors in the management of their debts and 

contracting with a debtor for a fee The Act declares 

that a violation of the section shall be a misdemeanor. 

Several cases challenging the constitutional \ alidity of 

these laws have been filed Results and history of cases 


will be reported as soon as avail ible. 


Farm Security Loan—JVhe Farm Credit Adminis 
tration announced that farm owners borrowed $2.4 
billion on farm mortgage security in 1955, the largest 


farm security loan venture since 1923. The $2.4 billion 


26 per cent higher than in 1954, and 219 
per cent more than the 1937—1940 average. All lenders 
} 


showed increases. ‘The federal land banks had an in 


figure was 


crease of 60 per cent; insurance companies 29 per cent; 
banks and trust companies 15 per cent; miscellaneous 
lenders 19 per cent; and individuals 18 per cent. The 
breakdown on the purposes for which farmers borrowed 
on farm security was as follows: 15 per cent purchase 
mortgage loans; 10 per cent repairs and improvements; 
13 per cent farm machinery, livestock and general farm 
operation ; and 62 per cent tor refinancing operations. 
The latter appears to be the significant figure in this 
Agriculture Department release, indicating the farmer 
is under financial pressure resulting from continued 
surpluses which have caused a $2 billion decline in farm 


ae | 
income since 1952. 


Uncle Sam on Pay-As-You-Go—!n recent testi 
mony before a Senate Judiciary Subcommittee, Senator 
Curtis (R. Neb.) estimated that there were 50 bills 
betore Congress to improve the fiscal procedures of the 
Congress and the Executive Branch of the Federal 
Government. Senator Curtis and Senators Byrd (D. 
Va.) and Bridges (R. N.H.) all backed the idea of 
putting the country’s finances on a pay-as-you-go basis 
Senator Byrd has long 


been an advocate of this procedure. The legislation 


by constitutional amendment. 


would provide : 1. The President cannot present a budget 
to Congress in excess of receipts. 2. If Congress pro 
poses an increase in expenditures submitted by the Presi- 
dent it would be required to continue in session until it 


raised taxes to take care of such spending. wk 
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43rd Annual International Consumer Credit 
Conference, Miami Beach, June 16-20, 1957 


HE CONFERENCE hotels will be the Fontainebleau, Eden Roc and Empress, 
with overflow going to the Sorrento and Sovereign Hotels, on the ocean side 
of Collins Avenue and all within less than a block of the Fontainebleau. 


While the conference will be sponsored by the Greater Miami Credit Asso- 
ciation, all program details, hotel reservations and registrations will be the responsi- 
bility of the National Committee. 


Reservations for accommodations at the conference hotels must be accom- 
panied by a deposit, the equivalent of one day's room charge. If unable to attend 
and reservation is cancelled one week prior to June 16, the hotel will refund the 
deposit. 


To expedite the handling of registrations the registration fee must also accom- 
pany request for hotel reservation. The amount will be decided upon by the 
Planning Committee at meeting to be held the middle of November. It will not 
exceed $20.00, depending upon banquet and other costs. For the time being send 
$15.00 and if there is an increase you will be billed for the difference. 


Designate hotel preferred, type of accommodation and date you plan to arrive. 
Give first, second and third choices. 
Mail request for hotel reservation, room deposit payable to hotel and registra- 
tion fee to: 
Internativnal Consumer Credit Conference 
375 Jackson Avenue 
St. Louis 5, Missouri 
Hotels, number of rooms promised, and rates follow: 
FONTAINEBLEAU — 25 Parlor Suites, $36-$38-$45 
350 Twin-bedded Rooms (single or double occupancy), $12-$14-$16 
EDEN ROC— 8 Parlor Suites, $44 and 56 
177 Twin-bedded rooms (two occupants), $12-$14-$16 
7 Combination Bedroom-Living Room, $22 
EMPRESS— 200 Twin-bedded rooms (two occupants), $10 facing Western ex- 
posure, $12 Northern Exposure, $14 Ocean Front or Ocean View 
SORRENTO- 5 Parlor Suites, $20 
35 Twin-bedded Rooms (two occupants), $10 
6 Twin-bedded Rooms (one occupant), $8 
6 Twin-bedded Rooms (one occupant), $6 
SOVEREIGN- 1 Parlor Suite, $20 
40 Twin-bedded rooms (two occupants), $8 
20 Twin-bedded rooms (two occupants), Ocean Front, $10 


If you are interested in making an early registration, and it is advisable to do 
so, please comply with the requirements mentioned herein. 


The Southern Conference, Districts 3 and 4, of the National Retail Credit 
Association and Credit Women’s Breakfast Clubs of North America and District 2 
of the Associated Credit Bureaus of America will meet with us. This will increase 


attendance substantially. 
A Mersrhen 


General Manager-Treasurer 


We hope you will be there. 
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i¢ Pays to Advertise 


New N.R.C.A. Pay Promptly Advertising Portfolio Now Available 
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SHOWN ABOVE are 12 of the 18 easy-to-read 
newspaper advertisements prepared by N.R.C.A. to 
create and stimulate consumer credit consciousness. 
These attention-getting advertisements dramatize the 
value of personal credit as a means of enriching life 
and highlight the benefits of prompt payment of 
credit obligations. 

New credit customers are being created every day 
and constant education is necessary to emphasize -the 
role that credit plays in modern living. Reports 
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from communities after pay-promptly campaigns in- 
dicate that they have a beneficial effect on the local 
credit structure generally. 

The entire series has been prepared in mat form, 
each measuring 6 x 9 inches, ready to publish in local 
newspapers over the signature of the retail credit 
association or credit bureau. The cost of the mats 
has been kept purposely low to encourage their wide 
use. SEND FOR YOUR PORTFOLIO TODAY .. . 
no charge. Start planning YOUR campaign now. 


NATIONAL RETAIL CREDIT ASSOCIATION 


375 JACKSON AVENUE 


ST. LOUIS 5, MISSOURI 





Yes! We ve noticed 4 
and hope you will use 
it this month 
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Price $3.00 p 
» Postage extra. 
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